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MEDICAL BRIEF ADVERTISERS 


declare that its world-wide circu- 
lation—built on merit—makes it 


THE BEST BY ANY TEST TO 
REACH FAMILY DOCTORS... 














BILLINGS. CLAPP COMPANY 
" BOSTON. MASS, _ 
CABLE ADORESS.. Jane 24th. ,1906. 
BILLINGS, BOSTON. 
Baitér Medical Brief, 
St. Louis, Mo. 
Dear. Sir: 
We shall‘send'a fresh copy for our advertisément in the 


Maroh issue, and. take this occasion’ to express our appreciation of the 
results from our advertising in your paper. It seems to reach & very 
large class of Physicians. more effectively than anything else we have 


tried. 
Yours truly, 
‘BILLINGS, CLAPP COMPANY. 


LF, Hlmnye PRES. 
THE MEDICAL BRIEF 


is read monthly by more 


FAMILY DOCTORS 
THE WORLD OVER 


than any other medical journal extant. 


MEDICAL BRIEF ADVERTISERS 


are the best witnesses of this 
and tell their own story m 
“Verdict of Advertisers,’’ Sample copy and 
rates for the asking. 
eae aa 
OFFICES: 
9th and Olive Streets, St. Louis, Mo. Astor Court Building, New York. 
Auckland House, Basinghall Avenue, London, E, C., England. 
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FORTY YEARS AN ADVER- 
TISING AGENT. 


By Mr. George P. Rowell. 
NINTH PAPER. 


On Monday, March 5, 1865, I 
took possession of a small office at 
No. 23 Congress street, in Boston, 
situated up two flights of stairs, in 
the rear of a building owned and 
occupied by a very respectable firm 
of liquor dealers; who sold goods 
in packages and over the bar as 
well. The rent of the office was 
$150 a year, payable monthly. It 
was a room about fifteen feet 
square with two windows looking 
out on a court, and contained no 
closet nor any additional space or 
conveniences. 

Mr. Horace Dodd, a friend of 
some years’ standing, but having 
no experience with advertising or 
newspapers, had expressed a will- 
ingness to join forces with me, if 
an opening, wide enough for two 
to stand in, could be developed. 
Horace had no money, but his 
uncle, also known as Horace Dodd, 
an old and respected Boston mer- 
chant, was willing to back his 
nephew to the extent of $1,000 in 
ready cash. I was also able to 
produce an equal amount, because 
I had the confidence of my father 
and one or two other relatives. It 
hurts me to admit, however, that 
had I not enjoyed that confidence, 
I could not have started out in 
trade at that time; for during the 
preceding years, and before the 
experiment with the playbills, I 
had, in an endeavor to improve my 
finances, by buying some stocks on 
a margin, succeeded in acquiring 
a net indebtedness of about $2,000 
over and above any money I could 
lay my hands on. Possibly this 
disagreeable circumstance had 
something to du with forcing the 
conviction upon me, that I must 
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get out and hustle, and earn more 
money than I had done up to that 
time, 

The library table and the black 
walnut arm-chair, previously re- 
ferred to, were taken to the new 
office It was also embellished with 
a jute carpet, that developed the 
quality of getting fuller of dirt and 
holes than any other carpet it has 
ever been my fortune to become 
familiar with. Aside from the 
carpet, the only outlay for furni- 
ture was $1.25 paid for a waste. 
basket; and Horace and I agreed 
that, as one entered the office, this 
basket gave something of a busi- 
ness air to the room. We were not 
quite decided that our shadowy 
plans would work out, so while I 
occupied that one chair and wrote 
letters to all the country papers 
in New England, whose names we 
could ascertain, Horace endeavor- 
ed to enlarge the circulation of the 
Dial by canvassing for new sub- 
scribers, carrying around with 
him, for purpose of explanation 
and exhibition, one of the japanned 
skeleton frames, a purchase of 
which was a preliminary necessity, 
before the subscription at ten cents 
a week could be considered as 
established. Now and then he 
would meet-an acquaintance On a 
street corner, and one of them 
hurt his feelings one dav by in- 
quiring “What in hell are you 
doing with that tin thing?” 

Pretty soon a few papers began 
to reach us by mail. I remember 
how gratified I felt when the first 
copies of the Springfield Repub- 
jican and of the Worcester Spy 
came to hand. To care for these, 
we invested as much as a dollar, 
possibly more, in the purchase of 
as many newspaper filing sticks as 
could be hung upon brass hooks 
across a vacant space in the wall 
where there was a closed door that 
separated our office from that of a 
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real estate man, who came some- 
times and sat in the room that ad- 
joined ours. 
The answers that came from the 
newspapers, to the letter I had 
written, indicated that they were 
favorably impressed with my pro- 
oer They seemed to think very 
ighly indeed, of one rather novel 
feature I had injected into it. It 
was to the effect, that although I 
expected to pay promptly, yet as I 
was a stranger, I would be willing 
to send a check for the first month’s 
advertising, by return mail, if, in 
addition to the 25 per cent belong- 
ing to all agents—by divine right— 
an additional three per cent would 
be allowed for money paid in ad- 
vance. I know now that a five per 
cent allowance would have been 
granted just as freely, but I had 
not then learned all that an adver- 
tising agent ought to know, and, 
.to my inexperienced mind, it seem- 
ed to me that a rate of 36 per cent 
per annum, in consideration of ex- 
pediting a payment some thirty 
days, was as much as it would be 
reasonable to ask. That extra 
three per cent continued to be al- 
lowed and taken in some cases, for 
many years; and now, after forty 
years, it has become almost 
customary to allow a reduction of 
five per cent to agents, for the 
same purpose, by a majority of 
the greatest and best newspapers 
and magazines; and not infre- 
quently the extra discount is all, 
or about all, the profit the agent 
makes on a considerable percent- 
age of the business he sends out. 
It was soon evident that I could 
secure the hundred New England 
papers I desired, without any 
trouble, and that the price would 
not exceed the net sum estimated 
in advance; consequently I made 
an advertising trade, with a house 
sign and fresco painter of my ac- 
quaintance, by whidh he author- 
ized me to have his name, business, 
and street address, inserted in our 
proposed list of one hundred pa- 
pers, the same to occupy the space 
of half an inch, a space that would 
accommodate five lines of printed 
matter, and agreed to pay for the 
service the sum of $62.50, by paint- 
ing, first a sign of blue and gold 
to decorate the wall at the top of 
the second flight of stairs, setting 


forth that ‘thereabouts was the 
office of the Dial, and also to paint 
the two names 

GEORGE P, ROWELL 

HORACE DODD 2ND 


in black letters on the glass pane 
in the office door, and in gold let- 
ters on a piece of black surfaced 
tin to be placed in position at the 
street entrance. Whatever balance 
remained to our credit, could be 
wiped out by additional signs and 
painting, as business developed. 
We would not enter into a part- 
nership until we were satisfied 
there would be something beside 
responsibility to divide. 

When we had a list of one hun- 
dred papers decided on, there arose 
the question of securing advertis- 
ing contracts to fill the space we 
had agreed to buy in them. Some- 
thing to exhibit to customers and to 
base a contract on, more easily read 
and not so difficult to prepare as a 
written list, seemed to be an ab- 
solute necessity. On the floor above 
us two young men (the firm was 
Babb & Stevens) had just estab- 
lished a one-room printing office, 
and had a small Gordon press. 
After numerous conferences on 
the subject of style of type, 
form of setting, quality of paper, 
etc., it was decided that a specified 
number of folders that would fit 
into a number six envelope could 
be had for the sum of $6. We 
were hardly in position to assume 
imprudent expenses, and I think 
there was more hesitation about 
that $6 outlay, than there ever was 
afterward over any outlay what- 
ever that seemed to be needed for 
the promotion of business. 

The circulars were effective. It 
was a poor day when I did not se- 
cure at least one order, and as the 
average space used was not much 
less than an inch, it was less than 
a month before the first install- 
ment of copy was ready to go out. 
There was full twenty inches of it, 
but some of the columns were 
twenty-two, twenty-four or even 
twenty-six inches long. It was the 
need of something to fill in these 
odd pieces of waste space that first 
led the Advertising Agency of Geo. 
P. Rowell & Co. to themselves be 
come advertisers. If we could 
then have owned the recipe and 

(Continued on page 6.) 
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These Papers Are 
bal 8 gh-grade 
Big Favorites  -t3n:2c7% 


nent factor in the suc- 


’ cess of advertising, both 
: e foreign and local. { The 


influence of women in the 


home makes this possible for 
ul 5 y they are the greatest buyers of 
this world’s goods, and enjoy read- 


- ing clean evening newspapers. € In 
ouse Washington, Indianapolis, Minneapo- 
lis, Montreal and Baltimore the following 


, 
wife newspapers are recognized as big favorites 
with the busy housewife : 


The Washington Star. 


The Indianapolis News. 























The Minneapolis Journal. 
The Montreal Star. 


The Baltimore News. 



























{ Aim to reach women in their homes, through 
these high-grade, home, evening newspapers 
and you will get good results. § The local 
advertiser knows this to bea fact. 4 The foreign 
advertiser can well follow his judgment. 








DAN A. CARROLL, 
Special Representative. 


Tribune Building, W. Y. PERRY, Tribune Building, 
New York, (Mgr. Chicago Office.) Chicago. 
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trademark of Ripans Tabules, it is 
probable that they would have be- 
come much more famous by this 
time than they ever have, or than 
is now ever likely to come about 
in their case. 

It was not very evident to me 
how my friend Needham, the paint- 
er, expected to get his money back 
out of announcements in country 
papers, and I asked him the ques- 
tion one day. In reply he said he 
thought he “might get a church;” 
having in mind fresco painting and 
appropriate decoration. I do not 
think his expectations were real- 
ized. He was a little man, not 
very well dressed, his clothes were 
generally too big for him, but he 
really was a first-class artizan, and 
with more business ability might 
have become almost famous. One 
cold sleety day Horace and I were 
walking down the north side of 
Court street and saw Needham, 
evidently caught out without an 
overcoat or an umbrella, feeling 
very chilly, apparently, and stand- 
ing all hunched up in a stairway 
entrance on the opposite side of the 
street. I said to Horace “There’s 
Needham over there.” Horace 
looked, took in the general ap- 
pearance of the man and said, with 
a sort of a laugh that was common 
with him when some _ funny 
thought was in his mind: “Looks 
as though he’d got a church!” The 
idea that the remark conveyed to 
me was that Dodd thought Need- 
ham had swallowed one, and that 
was what made him look so angu- 
lar and so uncomfortable. 

— ~+o>—_____ 


CONCERNING THE “EVENING 
POST.” 


Publication Office 
“Tue EveNInNG Post.” 
Telephone, Cortlandt 84. 
New York City, Feb. 16, 1905. 
Editor of Printers’ INK: 
Our attention has been called to No, 
of the series of articles on) the even- 
ing newspapers of New York City, 
which —_  -e- for the Kansas 
City Star at the request of a Mr. 
Nelson, and which appeared in the issue 
of PRINTERS’ INK of Feb. 8, 1905. 


The former editor-in-chief of the 
Evening Post is referred to as Law- 
rence Godkin, which is very misleading, 
owing, f | the fact that his correct name 
was win L. Godkin, though he has 
a son who is a lawyer, and his name 
1s Lawrence Godkin. The statement is 
made that in 1881 the Evening Post was 
sold to Mr. Henry Villard for $2,000,- 


ooo. This was absolutely untrue, 4s 
it was sold for less than one-third that 
amount. You will understand, there- 
fore, that this was not, as the article 
states, a record purchasing price for a 
newspaper. We think you will also find 
that the statement in regard to the 
price paid for the Philadelphia 
Record and the Philadelphia Ledger are 
also inaccurate. The article also states 
that Mr. Oswald G. Villard, a son of 
Henry Viilard, is the principal owner, 
and retains control, and that associated 
with him are Horace White and Carl 
Schurz. These statements are likewise 
incorrect. Mr. Oswald G. Villard is 
not the principal owner; he is simply 
the active representative of the Villard 
estate, which is the principal owner of 
the paper. Mr. Horace White has not 
been connected with the paper since 
May, 1904, and Mr. Carl Schurz has 
not been identified with it since Dec. 
1883. The statement is aso made in 
the article that Henry Villard, when 
he became wealthy, retained his voca- 
tion for newspapers, and tried in vain 
to buy the New York Herald, This 
statement is absolutely untrue and is 
absurd, as.I think you will admit that 
almost every sane man knew, as we all 
now know, that the New York Herald 
was not to be purchased at any price, 
and we know positively that Mr. Henry 
Villard never tried to purchase that 
property. 

We would also call your attention 
to the statement that the Evening Post 
recentl joined _ issue with Mr. 
Hearst’s American in an exchange of 
ribald compliments which were neither 
edifying to their readers nor creditable 
to themselves. This statement is also 
untrue, we think, as the Evening Post 
has not taken any more prominent at- 
titude on this matter than many of the 
other New York respectable newspapers 
have done. It seems to us that the 
writer of this article has confused the 

svening Post with the New York 
Times and its proprietor, Mr. Ochs, who 
is at this time suing Mr. Hearst and 
the New York American for slander. 


Trusting that you will pardon the 
length of this communication, and that 
you will think the matter of sufficient 
importance to warrant our bringing it to 
your attention, we remain 

Os te very truly 
J. Pattison, "Publisher. 


Ws J Soe 
THE OFFICIAL ORGAN. 
“REAL ESTATE,” 
A Monthly Journal Devoted to the 
Interests of Real Estate Dealers 
and Owners. 
AmstTerDAM, N. Y., Feb. 
Editor of Printers’ INK: 
At the first meeting of the Real Estate 
Association of New York State he'd in 
the Chamber of Commerce rooms, Syra- 
cuse, Real Estate, a monthly magazine 
published by the Amsterdam Advertis- 
ing Co., y was 


14, 1905. 


Amsterdam, N. _ Y., 
designated as the official organ for the 
Association. 

Over a hundred of tthe leading real 
estate dealers of New York State were 
present and a most enthusiastic meeting 
took place. Yours truly, 

AMSTERDAM ADVERTISING Co, 
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Your Advertising 


Perhaps you haven't any, yet. 


If you haven't, they will all be after you as 
soon as they know you are in the market. 
Advertising agency solicitors are a particular- 
ly active class. One of them may please you 
personally and catch your business. 


And the service behind him may be all 
right. Ifso, congratulations. If not, it is too 
bad you did not do certain investigating before 
you jumped. 

With all their hesitancy, so many new 
advertisers finally start rashly. They seem to 
forget that there may be agencies of long 
standing which thrive, not on the fact of a 
high percentage of successes, but on the cer- 
tainty that new ‘‘suckers’—big ones, some- 
times—come to light every minute. 


We would like to suggest a line of investi- 
gation to you—here or abroad. A letter or 
postal card will bring Starke, of New York, or 
Derrick, of London, to your office--no matter 
where it is located—for a personal conference. 
We have no solicitors. 


We have the only international advertising 
agency. 


THE PAUL £. DERRICK ADVERTISING AGENCY 


New York London Paris Cape Town Sydney Buenos Aires 
REGED LLL LEAP LE LAN AE LDL LAE L DLL LLIN LEER AIMEE 
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THE AGENT’S COMMISSION. 





IT BELONGS TO THE AGENT ALONE, 
SAYS MR. ROGERS, OF THE CHICA- 
Go “DAILY NEWS”’—WHEN GIVEN 
DIRECT TO ADVERTISERS IT SHOULD 
BE CALLED BY A VERY UNPLEAS- 
ANT NAME—PLAIN SPEAKING AT 
THE RECENT CONVENTION OF THE 
AMERICAN NEWSPAPER PUBLISH- 
ERS’ ASSOCIATION. 





The Chicago Daily News has 
an eminently old-fashioned rate 
card—so complicated, in fact, that 
many agents and advertisers pro- 
fess inability to find out just what 
a specified advertisement in that 
paper costs. The Daily News’s 
advertising department figures the 
cost in such cases and renders a 
bill, so that it is really not neces- 
sary to bother with the rate 
schedule. And when the Chicago 
Daily News has rendered a bill to 
an advertiser or agent it is as cer- 
tain as taxes that no other ad- 
vertiser is paying either a cent 
more or less for the same quantity 
of the same kind of advertising. 
The Boston Globe shares with the 
Chicago Daily News this reputa- 
tion for integrity. Both papers 
have steadily refused to take busi- 
ness from large advertisers who 
place through “dummy” agencies, 
or to pay a rebate to advertisers, 
but have always protected the ad- 
vertising agent in his commission 
because they believed him to be 
an eminently useful person in the 
development of advertising. 
Through adherence to this princi- 
ple they have relinquished many 
large accounts, the acceptance of 
which would be nothing more 
than a violation of principle. 
There may be a half dozen other 
daily papers in the United States 
that adhere to this practice, but 
perhaps no advertiser, agent or 
publisher would undertake to name 
that many. 

At the meeting of the American 
Newspaper Publishers’ Associa- 
tion last week in New York, Mr. 
S. S. Rogers, advertising manager 
of the Chicago Daily News, read 
the following paper upon the sub- 


ject of “Agency Commissions 
Paid Direct to Advertisers.” 





COMMISSIONS PAID DIRECTLY TO AD- 
VERTISERS, 


As a matter of fact, no agency 
commission can be paid to an ad- 
vertiser because, if any allowance 
is made to the advertiser, it is not 
an agency commission, nor is it a 
commission in any sense of the 
term. Two people dealing directly 
with each other can not have in- 
volved in the transaction a com- 
mission. A commission arises only 
when a third or intervening party 
comes into the transaction as a fac- 
tor, or broker or agent, and then 
takes for his service of interven- 
tion a percentage of the transac- 
tion. That is properly called a 
brokerage or commission charge. 
If any publisher, therefore, is de- 
ceiving himself with the idea that 
he is paying any advertiser direct 
the agency commission, my advice 
is for him to become cured of his 
delusion and call the  trans- 
action which he is engaged in 
by the right and proper name. 
A publisher who imagines that 
he is paying an _ advertiser 
a commission is doing noth- 
ing of the sort. He is simply 
making an additional discount: on 
his rate. If he does it for all ad- 
vertisers and is satisfied with the 
net rate he is obtaining, I see no 
objection to the method. In fact, 
almost all of us have discounts on 
our rate cards. If he makes this 
special discount of rate to some 
advertisers and not to others, as I 
apprehend is the case where this 
sort of thing is done, he is simply 
making a better rate to one cus- 
tomer than another under the same 
conditions. I suppose I ought not 
to object to this if a publisher is 
satisfied with that type of honesty. 
Most of them do it, but a majority 
custom does not determine its in- 
tegrity. The only thing which I 
would urge is that the thing be 
called by its right name. My 
name for it is dishonesty. 

It is obtaining money under 
false pretences—the dishonesty of 
two prices—the fraud practiced on 
the customer who pays more than 
your real price only because he has 




















been mislead into believing that 
you have no other and lower price. 
Such a policy violates that su- 
premely highest and wisest rule of 
action, whether viewed from the 
plane of morals or of mere world- 
ly wisdom—"Do unto others as 
you would be done by.” Make no 
mistake. The wit of man has 
never contrived a more sagacious 
plan of enlightened selfishness 
than the golden rule. I commend 
it to your careful consideration 
and acceptance. Put it on your 
rate cards and stop cheating the 
customer who isn’t smart enough 
to find you out as to your bottom 
price. If you make a better rate 
to the Royal Baking Powder Com- 
pany, or the Peruna Company, or 
Scott & Bowne, or Mr. Post, of 
Postum fame than you do to 
other advertisers doing the same 
amount of business, do not try to 
cloud your own vision by stirring 
up a lot of dust and calling the 
thing an advertising agent’s com- 
mission, 

What is an agent’s commission? 
And what is it paid for? I think 
I have already suggested that it 
is paid theoretically at least for 
brokerage service. To understand 
the matter we must have clearly in 
mind what advertising agents or 
agencies are, and what their re- 
lation to the individual paper and 
the newspaper at large is. 
Upon what theory should we allow 
them a commission on the busi- 
ness which they send us? An ad- 
vertising agent or agency worthy 
of the name is one equipped by 
capital, integrity and experience 
for the solicitation and develop- 
ment of an advertiser’s business. 
I accede at once to the statement 
which is running through your 
minds that many of the agencies 
which are being recognized by the 
papers of the country do not qual- 
ify, at least fully, under this defin- 
ition. I realize the difficulty 
which arises when we come 
to apply the definition to the 
individual case, but it ought 
at least be that which we are 
aiming at all the time in our deal- 
ing with agencies. Has the 


agency sufficient capital to give a 
reasonable assurance of its being 
able to handle its business and to 
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meet the ordinary vicissitudes of 
business? Has the agency, or the 
man or men constituting it, suffi- 
cient knowledge of the advertising 
business, of the trade conditions 
which prevail in the marketing of 
different products, of the various 
methods of advertising which have 
been tried in the past and found 
either efficient or useless, a knowl- 
edge of the varied mediums which 
are used for the carrying on of an 
advertising campaign and_ their 
relative values and cost, and a 
thousand other things which are 
necessary in order to make an 
agency a valued and safe coun- 
selor for an advertiser in under- 
taking his campaign? Is the 
agency also equipped with com- 
petent solicitors who are at work 
continuously for the development 
of new advertising? 

Assuming now that we have 
some agencies, large and small, 
which meet measurably, at least, 
the qualifications and _ require- 
ments which I have set forth, what 
shall be the relation of the news- 
paper publisher to them? My own 
judgment is that the newspapers 
of the country can very well afford 
to make a monthly or yearly con- 
tribution in some shape for the 
maintenance and continuance of 
such organizations. While I am 
by no means blind to the faults 
and delinquencies which have mas- 
queraded under the name of ad- 
vertising agencies, I do feel that 
the service which has been render- 
ed to the newspapers in the de- 
velopment of advertising by the 
advertising agencies of the country 
as a whole, grouping them all to- 
gether, good and bad, has far more 
than repaid the papers for their 
entire commission accounts durin 
the past twenty years. I thin 
that it would be a serious loss to 
the newspaper business of the 
country if all the advertising 
agencies of the country were to at 
once go out of business and there 
should be none to take their place. 
If I am at all right in this position, 
the newspapers are fully justified 
in dealing with the advertising 
agents upon an agency or commis- 
sion basis, and thus contributing 
to the continuance of the opera- 
tion of this entire machinery of 
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stimulation and development of 
advertising. 

But our question is, Why should 
not this same commission be paid 
directly to the Royal Baking 
Powder Company, or any other 
advertiser who asks for it? I 
reply, because the reason for pay- 
ing the commission to an advertis- 
ing agency does not exist in the 
case of an advertiser. The adver- 
tiser has no machine for the stim- 
ulation of advertising business. 
He has not a force of solicitors 
continually at work with this end 
in view as is found in the large 
and even small agencies of the 
country, such as N. W. Ayer & 
Son, Lord & Thomas, and many 
smaller _ ones. The word “com- 
mission” used in this connection 
is a complete misnomer. It is en- 
tirely impossible for any one of 
us to pay the Roval Baking Pow- 
der Company a commission on its 
own business. You can make 
them a lower rate. You can al- 
low additional discounts. But you 
cannot by any possibility pay them 
a commission because they are not 
doing anything for you—they are 
rendering no service. A commis- 
sion applies, as I said above, to the 
intervening third party who is 
acting as a broker or middleman 
to bring together the buyer and 
seller. 

What, then, is the ideal attitude 
for a newspaper to take? It may 
be worth our while to have an 
ideal business procedure outlined 
in our minds, even if we con- 
fessedly are continuously unfaith- 
ful to it. My own opinion is that 
no commission, so called, should 
ever be paid except where, in the 
honest belief of the publisher, 
there is the intervention in the 
deal of a legitimate and bona fide 
advertising agency. We may be 
fooled, as all of us are. We may 
sometimes allow commissions ‘ 
where it afterward develops that 
we ought not to have done so. But 
if we all follow faithfully the best 
assurances of our real conviction, 
I do not think that we shall go 
far astray. I know what such a 
policy involves. It involves oc- 
casionally facing the awful result 
of having business turn away from 
your door. But the publisher who 


has not learned to view with come 
placency the loss of business for 
the maintenance of justice and 
equity in his dealings with his ad- 
vertising clientele has not learned 
the first principles which contrib- 
ute to ultimate and permanent 
success. 

I am not here for the purpose 
of advertising the Chicago Daily 
News or its publisher. But I do 
want to take the risk of im- 
propriety in saying that after an 
experience of nearly a quarter of 
a century in handling the adver- 
tising of the Chicago Daily News, 
I am absolutely convinced that no 
other single factor has so con- 
tributed to the pre-eminent success 
which has been achieved by that 
paper as the basic principle laid 
down by Mr. Lawson at the be- 
ginning when the paper was strug- 
gling for existence, and which has 
been continued without wavering 
during the more than a quarter of 
a cer:ury since, the principle ox 
absolute and straightforward ir.- 
tegrity in dealing with every ad- 
vertising patron large and small. 
“Honesty is the best, policy,” not 
simply in the superficial sense, but 
in the larger and broader sense, in 
that meaning of the word honesty 
which takes hold of the whole 
motive and purpose of business 
activity. If this ideal seems too 
high and impracticable to any of 
you, let me assure you that it is 
not only wholly within the limit 
of possibility, but I believe is ab- 
solutely essential to the largest 
and best success. 





WHAT'S IN A NAME. 


_Senior Partner—What title shall we 
give our new beaut ? 

Junior Partacr—How would “How to 
Become Beautiful” do? 

Senior Partner—Don’t goon that 
would make a hit with most w 

ae a Partner—Then we ei call it 

ow to Continue Beautiful.” 

Senior Partner—Ah, that’s the stuff! 
—Pittsburg Post. 


TIME TO TAKE A DRINK. 


The newest of the whiskey signs to 
tower from the roofs of the Tender- 
loin has proved the most useful ever 
seen there. It tells the time in electric 
lighted figures and changes every min- 
ute. It is visib'e a long distance away 
and its practical pg makes it a con- 
trast to some of the other signs, which 
are a nuisance in that region.—Sun, 

















NOTES. 





A _nEw. Parisian journal | called 
L’Invisible is printed in white ink on 
black paper. It appears twice a month, 
and is anything but cheerful in appear- 
ance, 





A BOOKLET containing specimens of 
envelope enclosures in two colors comes 
from Ambrose S. Carnell, 150 Nassau 
street, New York, who makes a specialt 
of writing, designing and printing re 
vertising matter of this character. 


SpeciMeNS of what is evidently an 
extcnsive mail literature system come 
from the Philadelphia Electric Co., Phil- 
adelphia. Each booklet and folder sets 
forth some specific service in an attrac- 
tive way, and is accompanied by reply 
cards that make inquiry easy. 





Tue largest advertising poster on 
record, it is said, was one designed and 
used by a Cincinnati firm of lithograph- 
ers in 1883. It contained roo sheets, 
each twenty-eight by forty-two inches 
in size, pasted together. The poster 
represented a circus interior, and was 
ten feet high and eighty-five feet long. 





Britt Bros. of New York, recently 
advertised their brown suits in the fol- 
lowing clever way: ‘‘The whole Brown 
family is registered at the Brill stores: 
Mahogany Brown; Walnut Brown; Ma- 
roon Brown; Seal Brown; Havana 
Brown; Olive Brown; Prune Brown and 
Buster Brown.”—Fits, Indianapolts. 





Fulton’s Bulletin is a monthly paper 
sent to druggists by the Jno. J. Fulton 
Co., San Francisco, in the interests of 
Fulton’s Compounds. These remedies 
are intended for kidney diseases, and 
the paper enforces the prevalence of 
Bright’s Disease and diabetes, showing 
the profit to be made by pushing the 
Compour 4s, 





GENERAL advertising to sell shoe 
strings seems small business. But the 
Kelley Mfg. Co., of Des Moines, Iowa, 
makes it pay on a national basis, ex- 
rane we a shoe string that has an un- 
reakable tip. A very effective part of 
the campaign is a booklet of shoe 
string tips, the cover ornamented with a 
specimen string. 





As a possible means of bringing emi- 
grants to Tasmania a resident of that 
colony has sent to England 150 photo- 
graphs of Tasmanian life and scenery to 
be placed in London public houses. It 
is said that Canada has distributed book- 
lets, papers and pictures to almost 
every public house and tavern in Great 
Britain with excellent results. 





“Foreicn Patents” is a pithy booklet 
from R. S. & A. B. Lacey, patent 
solicitors, Washington. Besides com- 
plete information as to how fore:gn pat- 
ents should be procured and why, it 
gives interesting facts regarding the 
protection of American inventions 


abroad and shows how such protection 
ads to their value in this country. 
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An expensive bookjet, in colors, with 
embossed covers and maps, describes the 


luxurious winter hotels on the East 
Coast of Florida. It is sent out by the 
Florida East Coast Hotel Company, 243 
Fifth avenue, New York, and the Flor- 
ida East Coast Railway, same address. 


“Your MESSENGER” is an_ effective 
booklet from the Grain Dealers’ Journal, 
Chicago, written around the idea that an 
advertisement is equivalent to a personal 
message to the paper’s readers. Em- 
phasis is put on the inquiry department 
of the publication, which receives many 
requests for information regarding 
things that ought to be advertised, 





FasHIon cuts that have “‘life’”’ quality, 
as well as the soft effect of a wash 
sketch, illustrate the women’s wear cata- 
logue of the Printz, Biederman Co., 
Cleveland. The book is called ‘‘Distinc- 
tion in Dress,” and has a distinctly 
tasteful cover in colérs. The whole ar- 
rangement and execution reflect credit 
= printers, Corday H. Gross, Cleve- 
and. 


CANADA’S 
Largest Daily is the 
->MONTREAL.. 


La Presse 


Covers the Province of Quebec and 
Montreal City, which are 


80 Per Cent. FRENCH, 


according to census, 




















Daily yearly sworn average, 


13" 85,440 


On Saturdays over 


Iz"100,000 


LARGEST CIRCULATION IN CANADA 
WITHOUT EXCEPTION. 


Where Can You Equal It? 


85 cents flat or less than & cent 




















Actual 
per line per 1,000 bona-fide paid 
Gieod on} Circulation among thrifty Ger- 
aneen Law oye Mae A ° 
, no waste. Contracts can 
: be discontinued any time. 





Lincoln Freie Presse 


LINCOLN, NEB, 
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WHOLESALING HATS BY 
MAIL 


HOW ONE OF THE BIGGEST BUSI- 
NESSES IN HATS IN THE UNITED 
STATES WAS BUILT UP ON A SEVEN 
BY NINE CATALOGUE AND A TWO 
CENT STAMP, 


To have built up in seven years 
one of the largest businesses in 
men’s hats that there is in this 
country, a business that numbers 
more than twenty thousand cus- 
tomers, scattered from Maine to 
California and from the Great 
Lakes to the Rio Grande, and to 
have done this without having em- 
ployed a single traveling saleman 
or having spent a cent in news- 
paper advertising is the rather re- 
markable achievement of Mr. J. S. 
Shields, of J. S. Shields & Co., 506 
Broadway—“The Original Cata- 
logue Hat House.” 

Mr. Shields is a clean shaven, 
clean cut business man of forty. 
His nervous energy is that of the 
typical New Yorker; his knowl- 
edge of the details of hat manu- 
facturing suggests that his birth- 
place may have been Connecticut ; 
but when he begins to talk then 
you know that he hails from some- 
where south of Mason and 
Dixon’s line. Mr. Shields admits, 
with a smile, that his home town 
is Knoxville, Tennessee. 

“What started me in this busi- 
ness?” he says in reply to a ques- 
tion, “well I reckon it was PrINt- 
ERS’ INK as much as anything. I 
was in the hat jobbing business 
down in Knoxville when I first ran 
across the Little Schoolmaster ; had 
ten men on the road and had built 
up a pretty nice trade. I used to 
do a little advertising and found 
the ready-made ads, appearing 
every week in PRINTERS’ INK, 
handy when I hadn’t time to get up 
copy of my own. Then I read 
some articles you printed on the 
mail-order business and that set 
me to thinking. If those big, Chi- 
cago mail-order houses could get 
orders for plows and groceries by 
mail I wondered if I couldn’t get 
orders for hats, not single hats but 
wholesale orders from the trade. 
The people I did business with 
knew the kind of goods I carried. 
They knew that the quality and 








finish were all right. All the trav- 
eling man could do was to show 
them the new shapes and book the 
order, and it cost a deuce of a lot 
to keep ten traveling men on the 
road. To a man who knows the 
hat business a good picture of a 
hat, a half-tone made right from 
the hat itself, will tell him all he 
wants to know about the shape. 
Felt hats, including derbys, come 
in grays, browns and blacks, oc- 
casionally in blues like the serge 
blue that had such a run last sum- 
mer, and all’ hatters are familiar 
with the trade names that indicate 
these shades. It seemed, there- 
fore, that an illustrated catalogue 
could be made to tell all there 
was to know about our hats, but 
whether the catalogue would 
bring orders was another question. 

“I had been a drummer myself 
for a number of years and rather 
shared, at that time, the traveling 
man’s belief that it is the talk— 
the “hot air’—that induces a man 
to buy. I talked the mail-order 
idea over with a number of friends, 
level-headed business men who 
knew the trade, and they advised 
me not to attempt it. My com- 
petitors had traveling salesmen on 
the road and a catalogue would 
have no show, my friends said, 
against a live salesman. I was in- 
clined to take that view of it my- 
self when an accident decided me 
to make a trial of the mail-order 
idea in a small way. One of my 
leading competitors had taken my 
three best salesmen away from me 
just at the beginning of our Fall 
season, and instead of replacing 
them with others I determined to 
cover their territory by mail. Here 
is my first circular, the founda- 
tion stone of our present busi- 
ness,” said Mr. Shields turning to 
a well-worn scrap-book. 

The circular in question is in 
no way remarkable. An “expert” 
would be inclined to call it com- 
mon-place. It is printed in imita- 
tion of typewriting, on one of the 
firm’s letter-heads, and in the 
wording of it there is no attempt 
at cleverness. The curiosity of 
the reader is excited, however, by 
the statement that “we have a 
new salesman for your section, not 
so tall or so stout as either of our 
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former representatives, but an 
economical fellow, a new figure in 
the hat trade, with new ideas, and 
we would ask that you do not 
place your Fall order for hats until 
you see him.” This circular letter 
was followed, a few days later, by 
an illustrated folder showing the 
new styles in hats. As an induce- 
ment to order by mail an offer was 
made that has ever since been con- 
tinued, and which is in fact the 
essence of the Shields system, 
namely, to pay the freight on the 
goods ordered and to allow a dis- 
count nearly double that ordinarily 
allowed in the hat trade. One 
other point was emphasized ; if the 
dealer was not satisfied with the 
goods when delivered, he was at 
liberty to ship them back at Mr. 
Shields’ expense and no questions 
asked. It wasn’t “your money 
back if you want it” because no 
money was asked for in advance. 
Reduced to its simplest form the 
proposition was simply this: 

Make up your order from the illustrated 
folder of styles inclosed. 

The prices given are what the hats will cost 
yoo _ down in your own town—we pay the 

I you like the hats when they arrive keep 
them and remit us the price within ten days, 
less ten percent. (The ordinary trade discount 
in the hat trade is six per cent.) 

If you don’t like them send them back at our 
expense and tear up the bill. The hats are 
sent “on approval,’”’ There isno sale till you 
accept and pay for them and there will be no 
hard feeling on our part if, forany reason, you 
decide not to keep them. 

This, briefly, was the Shields 
argument on the first mail-order 
circular ever put out. It has been 
the argument of the house ever 
since. 

“Did it sell hats?” 

“It sold them from the very 
start,” said Mr. Shields. “I began 
in a small way, as I have told you, 
covering only the territory that the 
three drummers who had gone 
with my competitor had formerly 
traveled over, and that year I held 
my old trade and got some new 
customers into the bargain. The 
next year I laid off all my travel- 
ing men and went into the mail- 
order business in earnest, and my 
list of customers increased. Then 
I decided to remove to New York, 
where the styles originate, where, 
within a radius of one hundred 
miles, ninety per cent of all the 
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hats made in the United States 
are manufactured. I came here 
seven years ago thoroughly con- 
vinced that the plan that led prov- 
ed successful in the South could be 
extended over the whole United 
States. I have employed no trav- 
eling men—couldn’t pay the freight 
and allow ten per cent discount if 
I did. Neither have I spent a 
cent in newspaper advertising, 
though I believe in it, and would 
be a good patron of the local paper 
if I was a retail hatter, or if, in 
my present business, I could reach 
the retail hatters of this country 
through newspaper advertising 
without using all the papers listed 
in Rowell’s Directory. But how 
can I reach them through the press 
unless I use all the newspapers 
published, which is, of course, out 
of the question?” 

“Are there no trade papers you 
could use?” 

“Yes, several good ones, that 
would put me in touch with per- 
haps five thousand people that 
handle hats exclusively. But the 
bulk of our business is not with the 
man who handles nothing but hats 
but with the stores that carry hats 
in connection with other lines— 
with department stores in the 
cities, and in the rural districts 
with the general store that carries 
a little of everything. There are 
a hundred and twenty thousand 
merchants in the United States 
that handle hats, but they are 
scattered all over the country, and 
you couldn’t reach all of them, nor 
half of them, if you used five thou- 
sand newspapers. At least that’s 
the way I feel about it. Perhaps I 
am wrong in believing that news- 
paper advertising would not ac- 
complish what I am after, and if I 
am in error I shall be grateful to 
any reader of PRINTERS’ INK who 
will set me right. I understand 
that through the newspapers I 
could influence the consumer—the 
man in need of a hat—so that he 
would ask for a Shields’ hat and 
through him eventually influence 
the hatter, but to follow out that 
line to its logical conclusion would 
involve an expenditure of hundreds 
of thousands of dollars a_ year, 
since the advertising in order to 
cover our field would have to be 
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national in its scope. We are not 
ready for such a campaign at 
present, though perhaps that, too, 
may come in time. When I say that 
newspaper advertising wouldn’t 
help me I mean it in the restricted 
sense, that it would not enable me 
to reach the hundred and twenty 
thousand merchants who handle 
hats more effectively or more 
economically than the method I 
now employ.’ 

“How do you reach them at 
present?” 

“Come into the other room and 
I'll show you.” 

The other room contains several 
stacks of card-index files, vertical 
filing cabinets for correspondence, 
an automatic addressing machine 
with twenty thousand stencils in a 
cabinet near at hand, to say noth- 
ing of a busy bookkeeper and three 
industrious stenographers. System 
has had a good deal to do with Mr. 
Shields’ success, enabling him to 
handle the orders of twenty thou- 
sand customers in all parts of the 
United States, shipping the goods 
the day the order is received (the 
invariable rule of the house) with 
an office force that, including 
packers, numbers only a dozen 
persons. 

“In this file,” said Mr. Shields, 
pointing to the stack containing the 
stencils, “are our steady customers, 
twenty thousand of them, or one 
sixth of the whole number of re- 
tail hatters in the United States. 
Over there (pointing to a much 
larger file) we have the other hun- 
dred thousand, a card for each one 


of them. Where did I get the 
names? From Dun and Brad- 
street. Every man in the two 


files—that is to say every hatter in 
the United States—gets a copv of 
our catalogue twice a year, once 
in the Spring and again in the 
Fall, each catalogue showing the 
styles appropriate to its particular 
season. All our regular customers 
get, in addition to the catalogue, 
every other piece of advertising 
matter we put out. The other 
hundred thousand, the people we 
haven’t done business with as yet, 
are reached from time to time in 
different ways, sometimes by cir- 
cular letter or post card, some- 
times by illustrated folders con- 
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taining special offers that are likely 
to interest them. We separate 
them into classes very often and 
send different matter to each class. 
For instance, if we bring out a 
hat designed especially for the 
western trade we send advertising 
matter describing it only to the 
dealers it is likely to interest. 
When a dealer sends in his first 
order his card is placed in a special 
class, and receives our careful at- 
tention, until further orders con- 
vince us .that the Shields system 
of selling hats has won another 
convert, and then the new custom- 
er gets a stencil and is placed in 
the regular customer class. 

“No; we have no fixed times for 
sending out advertising matter, 
except the catalogue which goes 
out at the beginniny of the Spring 
and Fall seasons. When we have 
nothing to say we keep quiet, but 
on the other hand if we have 
something that we think will in- 
terest the trade we tell them about 
it, even though we may have sent 
out a circular on another topic a 
few days before. Anything that 
savors of news we are glad to take 
advantage of. Just now, for in- 
stance, the trade is anxious to 
learn what the new Spring shapes 
are to be. They will be announced 
this week, probably and within 
forty-eight hours I will have an 
illustrated folder in the mails that 
will show my customers the new 
“blocks” long before any traveling 
man can reach them with samples, 
Still, these occasional folders and 
circulars I have mentioned are 
what you might call our secondary 
battery. The catalogue is our 
main reliance.” 

The catalogue, Mr. Shields ex- 
plained, was simply a leaflet in the 
beginning, then it grew to be a 
folder, and at last blossomed out 
into a full-fledged catalogue. This 
year it consists of forty-eight 
pages—the biggest issued so far— 
and contains half-tone illustrations 
and descriptions of more than 
seven hundred different kinds of 
hats. As a piece of business liter- 
ature by a man who professes to 
be a novice in the art of writing 
advertisements it is chiefly re- 
markable for its compactness and 
the absence of gush. Here and 
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there one finds a phrase that might 
be bettered by re-arrangement, but 
alliterative combinations of words 
and superlative adjectives find no 
place in it. The catalogue opens 
with a “color card” showing the 
shades in which the hats come, 
with the trade name of each 
printed under the color block 

—‘“coffee,” “russet,” “aluminum,” 

“serge blue, ~ “belly nutria,” etc. 
Following this is a page of 
straight talk—boiled down to 
less than two hundred words— 
telling why it pays to do business 
with Shields. Then comes “Terms 
of Sale,” occupying a page by it- 
self and after that—hats, nothing 
but hats, more than forty pages of 
them—twenty-one styles to the 
page, ranging all the way from the 
humble “harvest” hat at “45 cents, 
net, per dozen delivered” up to the 
swell “Peruvian Panama” (trade 
names play the deuce with 
geography) at ten dollars apiece. 
The gross price per dozen is print- 
ed in black ink and under that, in 
red ink, the net cost price of a 
single hat set down in the retailer’s 
own town. This net price enables 
the dealer to see at a glance just 
what a single hat will cost him, and 
adding his own profit to the cost 
price he can tell, without figuring 
it out with pencil and _ paper, 
whether the retail price of the hat 
will appeal to the class of custom- 
ers he caters to. 

Commenting on this feature of 
the catalogue Mr. Shields says: 
“Our aim is to make ordering by 
mail as simple as possible. As a 
matter of fact when once a man 
gets the habit it is easier to order 
from the catalogue than from 
samples. Time and again buyers 
have come in here to our stock 
room, where a-sample of each of 
the hats shown in the catalogue 
is on exhibition, and after wander- 
ing around for a few minutes have 
come over to mv desk and said: 
‘Give me a catalogue. I can pick 
out what I want better from that.’ 
And it’s true—they can. Travel- 
ing men, who for obvious reasons, 
‘knock’ the catalogue system 
whenever opportunity offers, 
sometimes use the argument that a 
picture no matter how good doesn’t 
show quality, which is true, but it 





is also true that hats, themselves, 
except in the very cheapest grades 
do not show quality—or rather the 
lack of it—either. Take three 
hats, worth say fifteen, eighteen 
and twenty-four dollars a dozen 
respectively, and to sight and touch 
the fifteen dollar hat is as good as 
the eighteen dollar one, and the 
twenty-four dollar hat is apparent- 
ly no better than the other two. 
I say ‘apparently’ because actually 
there is a difference—a difference 
in felting that makes the more ex- 
pensive hat wear better. But you 
can’t judge from a line of samples 
how a hat is going to wear any 
more than you can judge from a 
picture. Back of the line of 
samples and back of the picture is 
the reputation of the house that 
sells the hats, and it is that the 
dealer relies on. You find the 
same conditions in other lines of 
business, in the jewelry trade, for 
instance. Eighteen karat rings are 
worth more than fourteen karat 
rings. Quadruple plated — table- 
ware is worth more than triple 
plate—it wears better. But 
can the retail jeweler tell 
from a line of samples which is 
the quadruple and which the triple 
plate? No, he relies on the repu- 
tation of the house that sells him 
the goods. In our own business 
our line of $18 and $24 soft felts 
and derbys (hats that retail for 
$2.00 and $3.00 apiece) are sold 
on absolute guarantee. A _ label 
under the leather states that we 
authorize the dealer selling the hat 
to guarantee that it will prove 
satisfactory and to refund the 
money to any dissatisfied pur- 
chaser, and we live up to the guar- 
antee. This, together with our 
practice of shipping goods ‘on ap- 
proval,’ allowing the dealer to 
send back at our expense goods 
that, for any reason, do not come 
up to his expectations, makes the 
ordering of hats from the cata- 
logue as safe as ordering from 
sample, and the catalogue has this 
advantage over the drummer; it 
never talks you into buying goods 
that you don’t want. When a 
dealer orders from the catalogue 
he does it, not to oblige some 
good-natured, persuasive traveling 
man, but to oblige himself—be- 
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cause he wants the goods, not be- 
cause the other fellow wants him 
to order them. 

“To what do you attribute the 
success of your business?” 

“To system, advertising and the 
elimination of the drummer as a 
factor in the business. System and 
the elimination of the drummer 
enable us to handle a very large 
amount of business, at very small 
expense; and because we are able 
to conduct our business for a 
fraction of what it costs our com- 
petitors to conduct theirs, we are 
able to offer the dealer free de- 
livery of goods and a bigger dis- 
count. No house that keeps a 
corps of traveling men on the 
road can afford to do this.. I’ve 
employed traveling men, myself, 
and I know. When I was in busi- 
ness in the South before I had de- 
veloped the catalogue method of 
wholesaling hats, I kept ten men 
on the road, and their salaries, 
_ commissions, railroad fares, hotel 
bills and miscellaneous expenses 
cost me twenty-six thousand dol- 
lars a year, which amounted to 
more than twelve per cent of the 
amount of sales made by them. 
Each man carried three trunks, 
containing from five hundred to 
seven hundred hats. and the loss 
on samples added another two per 
cent to the cost of doing business. 
We used to sell goods on six 
months’ time, and the loss on ac- 
count of bad debts added another 
two per cent to the expense ac- 
count. That brings the cost of 
doing business in the old way up 
to sixteen per cent, without taking 
into consideration the fact that the 
wholesaler is not in business for 
his health, and expects to make a 
profit on his sales just as the re- 
tail merchant does. I haven't said 
anything about office expense be- 
cause you have to have an office 
whether you sell goods the old 
way or by catalogue. But you 
can save nearly all of the sixteen 
per cent that traveling men, 
samples and bad debts cost you, 
and out of this saving you can 
afford to pay the freight on goods 
ordered and allow a bigger dis- 
count than any house doing busi- 
ness on the old plan can allow. 
That’s the whole secret of the suc- 
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cess of our business—economy, 
made possible by system and the 
elimination of the drummer. 

Our traveling man is this little 
chap that appears on every piece of 











advertising matter we put out. 
He’s a real boy, too, the son of a 
friend of mine in Knoxville. I 
have used that picture from the 
beginning of our business and it 
has become a sort of trademark 
with us. It’s the picture of the boy 
that travels for us not the boy 
himself, you understand, and for 
two cents Uncle Sam takes him 
and our catalogue anywhere in the 
United States. The difference be- 
tween the two cents trip the cat- 
alogue costs us and the three or 
four dollars a day a drummer 
would cost represents a big saving 
at the end of the year. That’s why 
we can do business cheaper than 
the other fellows and still make 
something for ourselves—more 
than a good many of the old-line 
houses make. Think of this: a 
wholesale house in St. Louis that 
last year did a business of more 
than $700,000 made a profit of only 
$3.500—just half a cent on every 
dollar’s worth of goods sold, and 
the dealers that bought of them 
paid the freight. They had to, 
the house couldn’t afford to pay it. 

“The catalogue method of 
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wholesaling hats saves the ex- 
penses of drummers, it saves loss 
on samples, and it reduces loss 
from bad debts to one-tenth of one 
per cent. The saving effected en- 
ables the catalogue hat house to 
pay freight on the goods ordered 
and allow ten per cent discount in- 
stead of six. If your hats are good 
hats—so good that you are not 
afraid to offer to take them back, 
if either the dealer or his customer 
are dissatisfied with them—then all 
you have got to do in order to get 
business is to go ahead and tell the 
trade what you have; in other 
words, advertise. 

“Could your method of whole- 
saling hats be applied to other 
lines of goods—to shoes or men’s 
clothing for instance?” 

“Why not? It doesn’t make any 
difference what you are selling. If 
you can give the dealer a good idea 
of the appearance of the goods by 
means of a catalogue and, by rea- 
son of the saving effected, offer 
him a lower price than your com- 
petitors charge for goods of equal 
quality, you’re going to get the 
trade.” 

“Even though your catalogue 
may have to compete with a slick 
traveling man?” 

“Yes, even though your cata- 
logue has to compete with the 
slickest kind of slick drummers. 
It’s price—price—price that wins 
in the long run. In the beginning 
the drummer may do you out of 
one or two orders, but the funda- 
mental truth on which the cata- 
logue method of wholesaling goods 
is based is bound in the end to 
make an impression on the retailer, 
if you keep hammering into him 
the fact that your method enables 
you to sell cheaper than the other 
fellow. Cold facts are more con- 
vincing than hot air.” 

Cuas, L. BENJAMIN. 
pene eae 


An annual catalogue from the West 
Baltimore branch of the Y. M 
is noteworthy for completeness of formal 
information and good illustrations. <A 
preface with a straightforward appeal to 
young men would have enlivened it. 
-_———_+@—__—_——_ 


Current furs fashions are illustrated 
in a portfolio of photographs of gar- 
ments, taken from attractive live models. 
It is sent out by Balch, Price & Co., 
376 Fulton street, Brooklyn. 





FACTS versus 
CLAIMS. 


On January 20, 1905, following 
a detailed report of its own circu- 
lation, the Chicago Daily News 
said: “The Daily News regrets 
its inability to quote the circula- 
tion of the other Chicago newspa- 
pers, and this because with the 
Single exception of THE RECORD- 
HERALD, no other Chicago news- 
paper makes a complete, detailed 
publication of the actual sales of 
all its editions.” 


CIRCULATION 
For JANUARY,1905: 
Daily Average, 148,687 
Sunday Average, 202,408 

— THE — 


Chicago Record-Herald. 











earn a Salary of $7,500.00 per year. 
Dccicemeiaall 





SALARY 


$7,500 


PER YEAR 


For an acquaintance of mine, I 
want to get in communication 
with a man who is ready to start 
working with a large modern ad- 
vertising agency in New York City 
as a writer of “copy.” 
leanne 
* * # 

He must be a big man mentally. 
He must have a fertile, productive 
brain—the faculty to produce busi- 
ness literature of the highest sell- 
ing power. He must be able to 


* * # 
Apply by LETTER ONLY, stating 
necessary particulars, to 
CHAS. J. ZINGG, 
10 Spruce St., N. Y. City, 
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STANLEY CLAGUE. 





While it has long been recog- 
nized in advertising circles that in 
Philadelphia is done the best re- 
tail advertising in the country, it 
is not so well-known a fact that 
from Philadelphia has also eman- 
ated a goodly proportion of the 
best magazine advertising that has 
appeared within recent years. Much 
ot this has borne the imprint of the 
Curtis Publishing Company. A 
great deal more has gone forth 
from the same source without that 
mark. This has been the work of 
the Advertising Service Depart- 
ment of The Ladies’ Home Journal 
and The Saturday Evening Post. 
At some time or cther, most of 
the big national advertisers have 
gone to this department for copy, 
and their faith in its excellence 
may be measured by the fact that 
in the majority of cases this copy 
was used not alone in the two pub- 
lications for which it was pre- 
pared, but in all other magazines 
on the advertiser’s list. 

The guiding force in back of this 
work has until now been a man 
whose name is seldom mentioned 
in connection with his work, is 
scarcely ever seen in advertising 
journals, and is but little known 
to the men of his profession. But 
magazine advertisers know him, 
and to them Stanley Clague stands 
for that type of gifted advertising 
man who has made American ad- 
vertising the business-getting force 
it is to-day. 

In 1902 the Curtis Publishing 
Company had already conceived 
the idea of an Advertising Service 
Department to assist in the devel- 
opment of business for their pub- 
lications. Their aim was to ren- 
der advertisers in the Ladies’ 
Home Journal and The Saturday 
Evening Post every possible assist- 
ance toward making the space 
used highly profitable. Good illus- 
trators they had, but there was 
lacking the direction of an expe- 
rienced advertising man to guide 
the art of his assistants into the 
production of strong, individual 
advertising; and the man they 
chose for this work was Mr. 
Clague, at that time connected with 


the service department of the ad- 
vertising agency of N. W. Ayer & 
Son. Here, Mr. Clague had for 
several years assisted in the devel- 
opment of some of the largest ad- 
vertising campaigns that have ever 
appeared in newspapers and maga- 
zines. He wrote some of the first 
advertising for the National Bis- 
cuit Company, originated many of 
the first Uneeda Biscuit ideas, the 
Zu Zu boy, and the Zu Zu copy 
that has appeared for the last three 
years, the President Suspender ad- 
vertising, wrote much of the Wool- 
tex advertising, and prepared cupy 
for many other advertisers who 
have since become nationally fa- 
mous. He also wrote for several 
years the greater proportion of the 
school advertising which appeared 
in the newspapers and magazines 
of the country. Nor was this ex- 
ceedingly valuable experience Mr. 
Clague’s sole equipment for the 
work he was asked to undertake. 
For seven years previous to his ac- 
quaintance with the Curtis Publish- 
ing Company his work had been a 
training school through which he 
was to get the experience that 
would enable him to adequately 
carry out the plan and policy of 
the Curtis Publishing Company. 
Ten years ago, when Mr. Clague 
was filling the post of secretary to 
President Elliot, of Harvard, he 
became imbued with the notion 
that he was cut out for an adver- 
tising man. But Dr. Elliot argued 
that a bird in the hand was worth 
two in the bush. Here was a po- 
sition paying a fair salary and good 
for a lifetime. Why throw it over 
for an uncertainty? Yet the sec- 
retary had the courage of his con- 
victions, and presently he was oc- 
cupying the position of assistant 
advertising manager for the Chris- 
tian Endeavor World, of Boston. 
Though his salary was about half 
that attached to the position he had 
just resigned, he was willing to 
pay that price for his entering 
wedge into the advertising busi- 
ness. After two years’ work for 
the Christian Endeavor World Mr. 
Clague became advertising man- 
ager for the Oliver Ditson Com- 
pany, music publishers, at its home 
office in Boston. Two years more 
of good work here and then a 
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search for a broader field. This 
he found in the service department 
of N. W. Ayer & Son, in Philadel- 
phia, doing the work already men- 
tioned. For the last three years 


he has been manager of the Adver- 
tising Service Department of the 
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agencies in the country. At first, 
Mr. E. W. Spaulding, advertising 
director of the Curtis Publishing 
Company’s publications, flatly re- 
fused to accept Mr. Clague’s re- 
signation, but gave way at last to 
the natural desire of an able man 














Mr. STANLEY CLAGUE. 


Curtis Publishing Company, and 
but recently resigned that position 
to assume the presidency of the re- 
organized Robert John Company, 
the Chicago advertising agency, 
which in volume of business placed 
tanks among the half dozen large 


to direct an enterprise of his own. 

To a representative of PRINTERS’ 
Ink Mr. Clague said: “To hand 
in my resignation to the Curtis 
Publishing Company was one of 
the most difficult things I have 
ever been called upon to do. As 
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Mr. E. W. Spaulding said, this 
position was the firest of its kind 
that ever existed ‘since Noah came 
out of the ark.’ Whether this is 
true or not, so much is true: that 
there was never a firm where more 
cordial relations existed between 
employer and employee—when the 
employee had the interests of the 
company at heart. I can conceive 
of nothing pleasanter than the re- 
lations which have always existed 
between Mr. Curtis, Mr. E. W. 
Spaulding, advertising director of 
the Curtis Publishing Company, or 
Mr. C. D. Spaulding, manager of 
the Philadelphia office, and myself. 
Every facility that would aid me in 
carrying out the wishes of the 
company to assist in the fullest 
measure the advertisers in their 
publications, was placed at my dis- 
posal. And I want to say that the 
most valuable thing that has come 
to me through my connection with 
the Curtis Publishing Company 
has been my association with Mr. 
Curtis and his brilliant staff of as- 
sistants. Only those of us who 
know Mr. Curtis can appreciate his 
greatness, not only as a publisher, 
but as an advertising man. I would 
not give up for any amount of 
money the broadening influence of 
close contact with such a man. It 
is my earnest wish that in the new 
work I am undertaking I can bene- 
fit by this association, and the best 
I can hope for myself is that I 
may be able to model my own bus- 
iness life upon the same broad 
principles that have made Mr. Cur- 
tis admired and respected the 
world over. 

“To my notion there is no better 
field in which to apply these prin- 
ciples than in the advertising agen- 
cy business. I have the greatest 
respect for the men—all too few— 
who are trying to lift the adver- 
tising agency business to the level 
of a profession. It has too long 
been looked upon as a get-rich- 
quick business. When I entered the 
advertising field, ten years ago, the 
agency meant almost wholly a sys- 
tem of advertising brokerage. Then 
came a period of awakening to the 
need of service. In a half-hearted 
way agencies sought to give some- 
thing more than low rates. But 
such additional service was consid- 


ered a useless expense. Yet a few 
years more, and the pendulum 
swung to the opposite direction. 
There arose a great hue and cry 
about copy. Copy was the begin- 
ning and end of all things adver- 
tising. Correspondence — schools 
sprang up like mushrooms, and 
turned out thousands of half-baked 
advertising men, ill fitted to cope 
with real advertising problems. 
And the fantastic tricks these ‘pu- 
pils’ cut gave just cause for the 
distrust with which so many busi- 
ness men looked upon advertising 
‘experts.’ 

“We are gradually working to- 
ward a safe and sane basis. Ser- 
vice is important because real ser- 
vice embodies \two things. It 
means not only a securing of rea- 
sonable rates—fair alike to pub- 
lisher and advertiser—but it also 
means good copy. And when I say 
‘good copy,’ I do not mean super- 
ficially brilliant ideas, or ‘clever’ 
writing, but copy written on a true 
conception of the needs of the bus- 
iness, and so tellingly presented to 
the public that it will get business. 
This is where most of the men 
who pose as ‘advertising experts’ 
fail. The first essential for the 
production of good copy is an ade- 
quate perception of the fundamen- 
tal principles that underlie every 
business problem. Superficially 
clever copy may glitter sufficiently 
to attract the eye, but if it is not 
based upon a careful analysis of 
the situation it falls short in the 
long run. 

“My work with the Curtis Pub- 
lishing Company brought me into 
intimate relations with some of the 
biggest advertisers in the country, 
so that I had every opportunity to 
study the relations not alone be- 
tween the advértiser and the pub- 
lic, but between the advertiser and 
the trade. I could observe the re- 
sult of this or that method, and 
how the money spent in general 
publicity was used as a lever with 
the trade. Not alone should the 
advertising agency serve as an as- 
sistant sales manager to its client, 
but it must be able to determine to 
a nicety the proper division of an 
appropriation ; how much for news- 
papers, for magazines, for bill- 
boards, what per cent. for adver- 
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tising to the trade, for business lit- 
erature, and so on. 

“My work in Chicago will be 
based upon these fundamental 
principles of advertising. There 
will be no ‘spread-eagleism’ about 
our methods. The personal pro- 
noun will not figure at all. No 
halo of glory will surround one 
man. The work must be done 
upon the broader principle that no 
one man knows it all. Our or- 
ganization will be one of experi- 
ence and not of personal opinion. 
Organization will develop the 
strength of many minds. 

“If I did not believe that there 
was something more than the mere 
making of dollars and cents in the 
advertising business, there are 
many other fields that would ap- 


peal to me more.” 
<igtthieealan 
THE “HOUSEKEEPER.” 
Established 1877. 

MINNEAPOLIS, MINN., Feb. 15, 1905. 
Editor of Printers’ INK: 

I am much interested in an article in 
your issue of February 8th under the 
caption of “The February Magazines.” 
On page 16 you give a list of magazines 
printing reading matter opposite every 
advertisement. The Housekeeper goes 
much farther than this in that it prints 
all advertisements not only opposite 
reading matter, but mext to reading 
matter, with the exception of those on 
the second and last cover. 

I have been much surprised that the 
articles recently appearing in Print- 
ERs’ INK discussing the relative merits 
of magazines, have not mentioned the 
Housekeeper, one of the four ote 
ladies’ magazines; with a circulation 0 
over 300,000 and a good prestige gain- 
ed through the twenty-eight years of 
its existence. Very truly yours, 

F. W. Leavitt, Adv. Mgr, 
THe HOUSEKEEPER. 


—_- +or 
ADVERTISED AND GOT IMME- 
DIATE RESULTS. 

Mrs. Nellie Bloom of 32 West Twenty. 
sixth street went to the Holland House 
last night to dine with friends, After 
dinner she drove home and became 
greatly disturbed upon missing a gold 
mesh bag, which contained jewelry. 
With a number of friends she drove 
back to the hotel and the dining room 
was searched. Cabmen were questioned, 
but no trace of the bag was found. Mrs. 
Bloom sent an advertisement to several 
newspapers and went home and found 
the bag on the floor, where she had 
dropped it while discarding her wraps.— 

New York Sun. 
—__~+o+—__—_—_ 

A BOOTMAKER in Silver street, Ken- 
sington, announces prominently: ‘Maker 
to General Booth. and Chief of his Staff. 
Also to the late Earl of Beaconsfield.”— 
Advertisers’ Review, London, 





CUPID DEFEATED. 

A half-repentant bachelor, with quite a 
pile of rocks, 

Dropped in, one day, beside the way, 

_ and bought a pair of socks. 

Arrived at home—romantic joy!—he 
wond’ringly drew out 

A note deep hidden in the hose-—from 
some fair hand, no doubt! 


“I’m twenty years of age,” it read, “and 
_. called a country belle. 

With you I’d like to correspond—if you 
will never tell. 

My object matrimony is, and yours, I 
hope, the same. 

If you'll address me, I’ll respond.” 
And then she wrote her name. 


On fire with hope, the bachelor that very 
evening wrote, 

And folded his epistle with a kiss inside 
the note, 

Sly Cupid had him in his mesh—no 
very clever catch, 

For, after all, quite foolish is a half- 
repentant bach. 


But oh! how sheepish did he feel, when 
_ from the fair unknown 

This answer came, to quench his flame: 
“An old maid I have grown! 

Alas! ’twas forty years ago I planned 
that fond surprise, 

Defeated by a heartless wretch who 
wouldn’t advertise!” 


‘ anes —_ 
Tue Joliet Stove Works, Joliet, Ill., 
supplies forceful newspaper ads to deal- 
ers in electrotype. A pamphlet showing 
the entire series reveals sizes and shapes 
for almost every purpose. 
a 








THE 


Toronto Star 


has more general advertising tlan any 
other paper in city—morning or evening. 
Why? Here’s the reason: 


“We have been using your advertise- 
ment columns for some months back. 
On Saturday, January 21st, we put ina 
special 175 line ad, and during the fol- 
lowing week sold ten of our machinesas 
a result of this ‘ad.’ Considering the 
high price of our washing machine, the 
above results were very gratifying, and 
we only wish all the mediums in which 
we advertise would pay as well.” The 
Bach Specialty Co., (J. E. Bach, Man- 
ager,) 35544 Yonge Street, Toronto. 


Sworn Circulation 
over 37,000 net. 


All foreign advertising should be sent 
direct to 


THE STAR, 


Toronto, =- Ganada. 
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WILLIAMSPORT’S 
TISING. 


To mark the completion of its 
fourth year of activity on behalf of 
its city, the Board of Trade of 
Williamsport, Pa., issues a com- 
plete report of its municipal adver- 
tising operations in the form of a 
hook entitled “What Williamsport 
Did.” The advertising of this or- 
ganization has been so conspicu- 
ously successful, and has served as 
a model for so many other cities 
taking up similar work, that the 
brochure is really a_ practical 
treatise on the subject of advertis- 
ing a city. 

The Williamsport Board of 
Trade is composed of more than 
400 business houses and citizens 
who contribute to its support. A 
permanent office is maintained 
under the management of H. R. 
Laird. Despite a general depres- 
sion in business the past year, this 
office has been instrumental in lo- 
cating or organizing five large in- 
dustrial concerns—The Frank R. 
Otto Furniture Co., Pintsch Com- 
pressing Co., Williamsport Wire- 
less Umbrella Co., Culler Furni- 
ture Co. and Sweets Steel Co. It 
has also helped negotiate the 
building of a railroad from Bing- 
hamton, Y., and secured the 
shops of the Philadelphia and 
Reading Railroad, employing sev- 
eral hundred men. About twenty 
industries have been located since 
organization. The work is carried 
on with a fund of $215,000, busi- 
ness houses and individuals sub- 
scribing sums ranging from $500 
to $5,000 each. 

One of the chief mediums of 
advertising the city is a system of 
distributing literature. During the 
past year the following publica- 
tions were issued: A second edi- 
tion of 5,000 copies of an address, 
“Public Spirited Williamsport ;” 
4,000 copies of a quarterly bulletin; 
a fifth edition of 2,500 copies of a 
folder telling how in one hour 
$140,000 was raised in the city to 
secure the Susquehanna Dye 
Works; a second edition of 5,000 
copies of an address, “Why 
Williamsport is an Ideal City for 
Manufacturing Purposes;” 4,000 


ADVER- 
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copies of an annual report, “What 
Williamsport Did in 1903;” 5,000 
lapel buttons for distribution at 
conventions, etc. All this litera- 
ture is distributed carefully, the 
endeavor being to put each piece in 
the hands of somebody who will 
be directly interested. 

The Board of Trade also be- 
lieves in the efficiency of local 
newspapers, and maintains a news 
service which sends out much de- 
sirable matter in the course of the 
year. In  Williamsport’s four 
newspapers were printed 2,923 
inches of matter pertaining to the 
Board’s work in 1904, 2,942 inches 
in 1903, 2,194 inches in 1902 and 
1,432 inches in 1901. Matter is 
also sent to outside newspapers 
and periodicals, and the records 
show that the press of the country 
published 1,621 inches of comment 
on Williamsport in 1904. 

A prominent feature of the 
year’s work was the entertainment 
of the Pennsylvania State Editor- 
ial Association, and Williamsport 
was also represented at the St. 
Louis Exposition by the distribu- 
tion of literature at the Pennsyl- 
vania Building. Next May the 
Pennsylvania Grand Commandery 
of the Knights Templar is to meet 
at Williamsport, a fund of $15,000 
having been raised among local 
members of the organization. 
snecial committee of the Board of 
Trade was given the task of float- 
ing a $150,000 bond issue of the 
Sweets Steel Co., and recently re- 
ported its work finished. 

The Williamsport Board of 
Trade has always considered it 
good policy to explain advertising 
methods to similar organizations 
elsewhere, on the principle that 
such procedure makes the city 
known. Many other municipalities 
have bodily adopted methods, 
phrases and even stationery. The 
Williamsport industrial advertising 
movement is perhaps more widely 
known than any other in this coun- 
try, not only for aggressiveness 
and persistence, but because the 
membership of its Board of Trade, 
all of whom contribute to the ex- 
pense of the campaign, is larger 
in proportion to the city’s popula- 
tion than that of any similar board 
in the United States. 
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THE PUBLISHERS’ CON- 


VENTION. 


OFFICERS FOR 1905. 
President—S. S. Rogers, Chicago Daily 
ew. 


Se 
Vice-President—W. L. McLean, Philadel- 
phia Bulletin. 
Secretary— Election of a successor to the late 
William C, Bryant, postponed for thirty-days 
and left with Board of Directors. 





A large attendance characterized 
the annual convention of the 
American Newspaper Publishers’ 
Association, at the Waldorf, New 
York City, February 21-23. As 
usual, the businesss transacted 
was centered upon a number of 
topics previously slated for dis- 
cussion, thirty-seven being this 
year’s quota. Some of these topics 
were cost of white paper, the 
question of securing copyright for 
live news, the advisability of the 
association insuring its members 
against fire, accidents to em- 
ployees, etc. Those of general in- 
terest were the following: 


Concerted action should be taken 
against advertising agents combining 
the business of a number of advertisers 
in one blanket contract to secure !ower 
rate for all than each would be entitled 
to on a separate contract. 

The growing evil of certain adver- 
tising agents refusing to give pub- 
lishers a certain line of advertising un- 
less patronage to the extent of 25 ,<f 
cent of the amount of business is given 
by publisher to the agency’s newspaper 
directory. 

What can be done in the way of 
combined effort to counteract the at- 
tack made by magazines on newspaper 
advertising? ome agencies show a ten- 
dency to withdraw from using maga- 
zine space. 

How can publishers restrict adver- 
tising agencies from securing so many 
free insertions by complicated orders in 
reference to position, order of insertion, 
etc., by having a bureau established by 
the A. N. P. A. to receive and issue 
bulletins, and keep list of agencies who 
resort to this method of securing free 
insertions. 

Proprietary medicine concerns in- 
serting a clause in advertising contracts 
which compels the newspaper to refuse 
publication of advertisements quoting 
their preparations at cut rates. ; 

The new Detroit daily paper, United. 
States Daily and Discounts, which is 
given away with trading stamps. 

Trading stamps. How have they af- 
fected local advertising; should papers 
encourage or discourage trading stamps; 
what means should be taken to elimi- 
nate trading stamps if they are a detri- 
ment to legitimate advertising or to 
proper business methods. h 

Retail merchants have organized in 
many cities. How have such associa- 
tions, or individual advertisers, com- 
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bined to boycott or dicipline newspa- 
pers and what steps have been taken 
to counteract their demands? 

What is the minimum that should be 
charged for classified advertising—the 
margin where it ceases to be directly 
profitable, but below which it may be 
taken for the purpose of exploitation? 

Serial stories. Have they a place in 
daily newspapers and has practice de- 
monstrated it? 

Protection of trademarks, Advertis- 
ers who use trademarks should be pro- 
tected in the use of same universally. 

Should newspapers undertake to se- 
cure testimonials for patent medicine 
concerns, or act as distributing agents 
for the goods of general advertisers 
and undertake to obtain from merchants, 
orders for goods advertised in their col- 
umns? 

_Second-class mail matter. Has the 
Situation been improved since last an- 
nual meeting? ural free delivery. 
Have any rulings been made during past 
year to the detriment of the newspaper? 
Guessing contests. Has the new ruling 
of postoffice departments, effective Jan- 
uary 1, 1905, inflicted any hardship 
upon newspapers? Revision of existing 
copyright laws. 

President Charles H. Taylor, 
Jr., was in the chair on the first 
day. The association is better off 
by $2,000 this year than last, and 
the membership larger than ever 
before. S. S. Rogers, of the 
Chicago Daily News, read a paper 
on the direct commission, printed 
in this issue of PRINTERS’ INK. 
Resolutions of sympathy were 
passed and sent to the family of 
the late William C, Bryant, of the 
Brooklyn Times, until his death 
the secretary of the organization. 

The International Advertising 
Association presented to the pub- 
lishers a statement of its purpose, 
membership and status, and the 
American Newspaper Publishers’ 
Association appointed a commit- 
tee, consisting of H. W. Seymour, 
Chicago Chronicle; S. P. Weston, 
Seattle Post-Intelligencer and W. 
L. McLean, Philadelphia Bulletin, 
to confer with a committee from 
the International Advertising As- 
sociation for mutual effort. Sec- 
retary Barron G. Collier, of the 
latter organization, said that the 
publishers organization had un- 
officially favored the support of his 
association, and wished its mem- 
bers to join it. 

The Association of American 
Advertisers was also discussed in 
its relation to the newspaper busi- 
ness, and a committee to confer 
with that organization was ap- 
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Mr. S. S. ROGERs, 


The newly elected President of the American Newspaper Publishers’ 
Association, 
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pointed, consisting of Messrs. session on the twenty-second floor 

Nevin, Baker and H. U. Brown. an inspection of that structure was 
The second day’s session was made. 

given up largely to discussions of On the third day officers were 

labor questions, Except for a few elected, the association lunched at 

disagreements in Western cities, the Hotel Clarendon, Brooklyn, as 




















Mr. W. L. McLEAn, 


The newly elected Vice-President of the American Newspaper Publishers’ 
Association. 

last year was a period of peace guests of the Brooklyn Eagle, and 

between publishers and the labor visited the office of that paper in 

unions. Luncheon was taken in the afternoon. The convention 

the new building of the New York closed with the annual dinner at 

Times, and after the afternoon the Waldorf on Thursday evening. 
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Lincgln, Nebr. \Daily Star, ) 
Red Rank, N.J.. Register. \ 
Minneapolis ,Min .Journal. | 
Oakland,Cal..Herald. | 
Minneapolis Minn, FarmStock and Home 


Denver,Col., Rost. ' 
Kansas City, o Star. 
Minneapolis, Minn.,Tribune. 


Pittsburg) Pa-, Post. 












































Phi adelphiz »Pa., Bulletin. 


THE ORIGINAL 13 


At the time the above drawing was prepared Rowell’s American News- 
paper Directory Star Galaxy consisted of just thirteen publications, which will 
be distinguished by the Star in the 1905 issue of the Directory to appear in 
May next. Since then certificates have been issued to the following five 
papers: the S. C., Columbia Staze, the Decatur, Ill. Daily Review, the Racine, 
Wis. Agriculturist, the Daily News, Chicago and the Boston, Mass. Globe. 














It may be truly said that the Guarantee Star 
attached to a publication in Rowell’s American 
Newspaper Directory is the most conspicuous dis- 
tinction which the Directory editor gives to a paper. 
The Star constitutes for a publication possessing it, 
a perpetual advertisement of the highest character— 
costing nothing after the initial payment. Year after 
year the Star will appear in each issue of the book, 
imbedded in a catalogue part of the Directory, 
guaranteeing the accuracy of the latest circulation 
rating given in Arabic figures—always free after the 
initial payment. It stands out bold and bright as 
the symbol of the highest guarantee for a publisher’s 
honesty and square dealing with an advertiser. 








t= (IF INTERESTED SEE OPPOSITE PAGE.) [33> 
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Newspaper Publishers 
may be interested to know 


that there is still time to secure the Guarantee 
Star in Rowell’s AMERICAN NEWSPAPER 
DrrecTory for 1905 for publications eligible 
to the Star Galaxy, provided they deem the 
Guarantee Star worth the cost. 

GUAR 


AN 
TEEO 


If interested, write promptly for partic- 
ulars to 


CHAS, J. ZINGG, Manager, 


ROWELL’S AMERICAN NEWSPAPER DIRECTORY, 
10 Spruce Street (up stairs,) New York. 





cohel one sas) 
- TUE CHICAGO DAILY REWS “VICTOR F. LAWSON, Publisher, 
888 Fimh Avenue, CHICAGO. 


February 16,1905. 

‘I: hereby authorize 
you to print the Guarantee Star in the directory in connection with 
the circulation statement of Tne Chicago Daily News, and. will honor 
your bill for the same at the price of $100, whichis. to cover all our 
obligations in the matter so long’ as we continue to tell the truth. 
When we fall from our high estate we shall recognize. that we shall no 
“longer, be. entitled to the good opinion of our friends. 

Sincerely yours, 


On the two pages following may be observed reproductions of the 
guarantee certificates issued to the Chicago Daily News and the Boston Globe 
—the two latest additions to the Star Galaxy. 
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. 


ROWELL’'S AMERICAN NEWSPAPER DIRECTORY 








New York City,_FEB 20 1905 
RECEIVED of the Publisher of act, Lex Heeape- MA 
One Ftundred Dollars 


for guarantee of circulation rating in Rowell’s. American Newspaper Directory. 








Tue Printers’ Ink PugiisHinc Company, 


$ 100.00 ar Roy's American S| « Directory. 
GONDITIONS. 

















The ofe rating in Arabic Ogures in Rowell’s americen Newspaper Directory, based upon a satisfactory statement from the publisber 
ofa lage of the actual tssues for @ full yger is guaranteed by the Directory publish undera of one dred dollars, payable to the Orat person who suc- 
coestal assaile the accuracy of the said rating. e guarantee thus made, ena the forfeiture ofiered by the Direnory. ie secured by the publisher of the paper by the par 
ment of one hundred dollars to the publishers of the Directory 88 permapeut rp The guerantee is perpetual so long as the newspaper furnishes statements in det: 
duly authenticated. and the Directory continues to be published e money pal 


is cot reurnaple to the publisher at any time or under any cireumstances. 
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ROWELL’S. AMERICAN NEWSPAPER DIRECTORY 








UA 
OTN? 
a aA) 





New York City. FEB 20 1905 


INECEIVED of the Publisher of LE Lbhoke a 7 lec, 














One Flundred Dollars 


for guarantee of circulation. rating.in Rowell's American Newspaper Directory. 














CONDITIONS. 


The absolute correctness of circulation rating in Arabic Sgures in Rowell’s Ame:‘can News| 7 Directory, based upon a satisfactory statement from the publisher 
ofa , Of the actual issues for a full year, is teed by the Directory publishers, under witcrteiture of one hundred d yabte the frst person who suc 
cess! assails the accuracy of the said rating. © guaraptee thus made, and the forfeiture of ered by the Direqsery. 8 secured by the publisher of the paper by the re 
ment of one hundred dollars to the peblisbers of the Directory as bE apn deposit. The guarantee is perpetual so long as the newspaper furnishes sta ents in detal). 
duly authenticated, and the Directory continues to be published. e money paid is not ble to the lisher at any time or under any circumstances. 
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This offer is subject to with- 
drawal at any time. Act 
now—if you care to enjoy 
its benefits. 








The 1904 edition of Rowell’s Ameri- 
can Newspaper Directory is now out 
of print, and the issue for 1905 will not be 
ready for delivery until the latter part of May. 
The subscription price of the book is Ten Dollars 
net cash. Persons desiring to register a sub- 
scription and willing to send check with order 
now, may have a discount of ten per cent from 


the above price, making the net price 


NINE DOLLARS, 





and to these in advance paid subscribers a copy 
of the very first lot received from the bindery 
suall be sent carriage paid. If interested, send 


order and check direct to 


CHAS. J. ZINGG, Manager, 


Rowell’s American Newspaper Directory 


10 SPRUCE STREET, 
(UP-STAIRS), 


NEW YORK CITY. 
March 1, 1905. 
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A Roll of Honor ) 





(SECOND YEAR.) 
No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, 
1904 the American —— Directory, 
that edition of the “Directory a detailed circu! 
some reason failed to obtain a figure ee in the 1904 
as 


ing to the issue of 


also from publishers who for 


Directory, but have since supplied a detailed cir 
riod of twelve months prior to the date of pol the statement, such state- 


covering a 





accord- 
have submitted for 
ation statement, duly signed and dated 





ribed above, 


ment being available for use in the 1905 issue of the American Newspaper Directory. Cir- 
culation figures in the ROLL or Honor of the last named character are marked with an (3). 


These are generally regarded the of ——eae who believe that an advertiser has a right 
or. 


to know what he pays his hard cash 


Announcements under this classification, if entitled as above, 


cost 20 ¢ 


we ts per 
line under a YEARLY contract. $20.80 for a full year, 10 per cent discount if paid pare in 
advance. Weekly, monthly or quarterly corrections to date showing increase of circulation 


can be made, provided the 
dated, covering Phe addition: 
paper Directory. 


ALABAMA. 


Lat. eo Ledger. dy. Average for 1904, 
20,176. £. Katz., 8.A., N.Y. 


ARIZONA. 


Phoenix. Region. apo yoy 1904. 
6,889. Chus. T. Logan Spec 


ARKANSAS. 

Fort Smith, Times, daily. In 1903 no issue 
less than 5, tee. Actual average for October, 
November and December, mber, 1904, 8,646. 

Little Rock, Arkansas kansas Methodist. fates 
& Millar, pubs. Actual tual average 1903, 10,00 


Little Rock, Baptist Advance, wy. Av. 1903 
4,550. Nine mouths ending Oct. 27, 1904, B.111: 


CALIFORNIA. 
Fresno, Morning Republican, daily. Aver, 1904, 
6,415. E£. Katz, 8. A..N.Y. 
Mountain View, Signs of the Times. 
ee average for 1904, 27,108. 

m Franelaeco, Call, d’y and 8’y. J. D. Spreck- 
an we ictual daily average for year ending Dec., 
1904, 62,282; Sunday, 87,947. 

San fom, Fostie Tree and Vine, mo WwW.G. 
average, 1903, 6.185. Last 
three onthe, 1904, 10,000. Jan, 1905,15,000, 


COLORADO. 
De . Clay’s Review ; 3 Perry A. Cla 
Adak cerege for 2 1904, 1 sed (). ~ 


Denver, Post, daily. Post Printing and Pub- 
lishing Co. Average bP Te 44.577. Average 
Sor January, 1905, 4 Gain, 1,951. 

@™ The absolute correctness ofthe latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

vorts its accuracy. 


CONNECTICUT. 
Martford, Times, daily. Are Sor 1904, 
17,547. Perry Lukens, Jr.. Jr... N. Y. Y. te: 
Meriden, Morning ng Record and Republican. 
yt onc 1904, 7.559. 


w Haven, Evening Reatster, ops: Actual 
Py hs 18,618; ‘Sunday, 11,4 07. 


Actual 





ublisher sends a statement in detail, properly signed and 
period, in accordance with the rules of the American News- 


New Haven. QOoldsmith and Siivermunith, 
monthly. Actual average for 1903, 7,817. 


New Haven, Palladium, daily. Average 

1904,7.857. EH. Katz, Special Agent, N. ¥. -” 
New Haven, Union. Av. 1904, 16,076. EZ. 

Katz, Special Agent, N. Y. 

New London. Day, ev’g. Aver. 1904, 5.568. 
Av is over ’03, 242. E. Katz, Spec. A 

Norwalk, Evening Hour. Daily average year 
ending Dec., 1904, 8,217 (sk). 

Norwich, Bulletin, morning. Average for 1908, 
4,988, for 1904, 5,850. 


Seymour, Record, be W. C. Sharpe, Pub. 


, | Actual average 190%, 1,169. 


DELAWARE. 
Wilmington, Every Even Average r- 
anteed circulation for 1908, 1 1,460. _— 


Wilmington, Morning News. Only morning 
paper in State. Aver. cir. 10,074 for 3 months. 


DISTRICT OF COLUMBIA. 

Washington, Ev. Star, daily. Ev. Star News- 
paper Co, Average ‘Jor 1904, 85,502 (© ©). 

National Tribune, weekly. Average for 1904, 


%. 
* Smith & Thompson, Rep., N. Y. & Chicago. 


FLORIDA. 
Jackaonville, Metro; a’y Av. 1904, 8,760, 
Simgaeee ne 
GEORGIA. 
Atlanta, Journal,dy. Av. 1904, 48,688, Dec., 
1904, 48,744. Semi- weekly 45,867. 
Atlanta, News Actual daily average. 1904, 
24.230. S.C. Beckwith, Sp. Ag., N. Y. & Chi. 


Augusta, Chronicle. Only morning pa 
i904 acerage, daily 6.661; Sunday ?.460° 


IDAHO. 


Rolse, Evening Capital News. Daily a 
1904, 8,296; ave ‘anuary, 1905, Pet; . 
Actual circulation F ry 1, 1905, 4,810. 


ILLINOIS. 
Cairo, _. Daily and Sunday average 
1904, 1,945 
Cairo, Citizen. Daily Av Average 1904, 1,196, 
weekly, 1,127. 


Champaign. Daily News, 


In Janua: Ey 
no duy’s issue of less than 2,800. aliens 
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Chieago, Bakers’ Belper, moninly ¢ om. H. 

R. Ulissold. Average for 1904, 4,100 ( 
onal 


Chie: Alkaloidal Clinic, 
Dewice : etough, adv. mgr. Guara: - 
ion 85.000 copies, reaching over one-fourth of 
the medical profession of America. 
Chicago, Breeders’ Gazette, stock farm,week- 
yy Sanders Pub. Oo. Actual average for 19% 
7,880; 1904, 67,757. 


Chicago, Farmers’ Voice. Actual weekly arer- 
age year ending September, 15 1904, 22,802 (#). 


Ohieago, Grain Dealers Journal, s. mo. (Grain 
Dealers mpany. Av. for 1904, 4,926 (O@). 

Chicago, Gregg Writer, monthly. Shorthand 
and Typewriting. Actual average Y0, 18,750. 

Chicago, Journal Amer. Med. A 
1904, 82,428. Oct., Nov., Dec., 1904, 


Chieago. National Harness Review, mo. 
for ie &, 291. First § mos, 1008, 6,250. 


Record-Herald. Arerage for 1908, 
Po: To1:218, Sunday 191, 191,817. 


Chicago, Retailers’ Journ Journal, monthly. De 


voted to the groc: age A inte: Guara: _—e eir- 
culation 11,000. La Salle 8t., Chicag 
Av. for 1904. daily 


Kewanee, Star-Courier. I 
8,290, wy. 1,278. Daily ‘st 5 mos, '04, 8,296. 
La Salle, Bag Feomien, Polish, weekly. 
Average 1903, 1.805 
Peoria, Star, evenings ana Sunday morning. 
Actual average for 1904, d‘y 21,628, S’y 9,957. 


INDIANA. 


Evenevitie, Courter, dolly end 8 . Courier Co., 
- Sworn av. 03, 12.618 3 v4, 12,684. Smith 

@ Thompson, Sp. Rep.,N.Y.& Chicago. 

Evaneville, Journal-News, Ar. 1904, d’y 18,- 
852, ‘st. 6 mos. ’04,14,160. EF. Katz, 8. A., N.Y. 


Goshen, Cooking Club, ae. Average for 
1903, 26.878. A ‘persisten ium, as 
wives every tissue for ue Jor daily reference. 
nae News, dy. At Aver. atute in 1904, 
Indianapolis, Star. Aver. net sales 4 ali 
returns and unsold co, copies deducted), Beetscn. 


Marion. Leader, daily. daily. W.B. Westlake, pub. 
Actual average for year 1904, stig 


Munele, Star. Average n et sales 1904 (all 
returns and unsold copies deducted) 28,781. 


Notre Dame. The Ave Maria, Catholic weekly. 
Actual net average for 194, 28,815. 
Riehmond, Sun-Telegram. Sworn av. 1903, dy 
8,811. For Feb., 1904, 8,944. 
South Bend. Tribune. Sworn daily average 
1904, 6,589. Sworn emit for Jan., %< 798. 
Terre Haute, Star. Ar. net sales 1904 (all 
returusand mn pent Whe ee 21.288 (3). 


INDIAN TERRITORY. 
Ardmore, Ardmoreite, daily and weekly. 
Average for 1904, dy., 2,068; wy., 8.291. 


IOWA. 


Davenport, Democrat and Leader. Larges 
guar. city circu’n. Sworn aver, Jan, 1908, 6, One, 


PR pm Sig 0.0m os. 1904, ee. | 
vily aver. a De rT. guar. uter 
than all other Da datiies ed. 


Decorah, ne ED ). Sworn 
av. cir’n, 194, 40,874. Jan. 14, 1905, ALaes, 


Des Moines. Capital, daily. Lafayette Young 
ublisher. Actual ave sold 1904, $6,885. 
esent circulation over 89,000. 

City circulation the dargest of any Des Moines 

newspaper absolutely nteed. Only ons 5 








mye} a 
AY. 





per, carrying tidvertising of the 
ment store stores. rries largest amount of 
advertisiny. 


Dea Moines, News. daily. Actual average for 
1904,42.620. B.D. Butler, N. Y. ona Chteeen. 

bes Moines, Wallace's Fa Farmer, wy. Est. 1879. 
Actual average for 1904, $36,311. 
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Museatine. Journal. Daily av. oy 5.240, 
emi-weekly 3,089, daiiy, December, 5,907, 

Ottumwa, Courier. Dail ameiiin Dec- 
ember, 194, 5,192. Tri-weekly average for Dec- 
ember, 1904, 7.975. 


Stoux Olity. Journal. Dy. av. for 1904 (sworn) 
SS. 784 av. or Dec., 1904, page 08. me _ | 
awa: re readers in its field in O, 
other daily p papere com bined. 


KANSAS. 


MUutechinson, News. Daily 1904,2,964, E.Katz, 
a New York. 


ka, Western School Journal, educational 


onl ly. Average for 1904, 7,808. 
KENTUCKY. 
Lex mn, Leader. Aver. for 1904. afternoon 
4,041, y B.B9T. E bie, Special Agent. 


Loulaville, Evening Post, dy. Evening Post 
Co., pubs. Actual avevage fo Sor 1903, 26,964. 


Padueah, News-Democrat. at. Daily net av. 1903, 
2,904. Yearending Dec. 34, 1 Dec. 31, 1904, 8,008, _— 


ha The Sun. Aver Average for December, 


1904, 2,96 
LOUISIANA. 

New Orleans. The Southern Buck, official 
organof Elkdomfin La. and Miss. Av.’04,4,815. 
— 

Augusta, Comfort, mo. H. Gannett, pub. 
Actual average for 1904, 1, 209,641. 

Bangor, Commercial. aeeeanial 1904, daily 
8,991, weekly 28,887. F 

Dover, Piscataquis Observer. 
overage  j908, 1,918. 


Lewiaton. Evening Journal, daily. Aver. for 
1904, 7,524 (© ©), weekly 17,450 (© ©). 


iy get Woodsman,weekly. 
. W. Brackett Co. Average for 1904, 8,180. 


Actual weekly 


Portland. Evening xpress. Arera 
daily 12,166, Sunday Telegram, 8, 


MARYLAND. 


Baltimore, News, daily. rg 
lishing Co, Average 1904, 58,784. 
1905, 58,622. 


MASSACHUSETTS. 

Boaton, Evening Trensoriets (412). Boston's 
tea table paper. amount aon day adv. 

Boston. Globe. Average &. 1904, daily, 198,- 
TOs. Sunday, 298,868. Circulation 
Daily of any wo cent paper wt the United States. 
100,000 more circulation than any other Sunday 
paper in New land.” Advertisements go in 
morning and afternoon editi editions for one price. 


Boston, Post Average for 1903, daily. 178, 
30s; my “yt 211.221. Boston Sunda ay Post, 
average for 160,421: for 194,17 A Sa 58 
la ly y direulatlon for 1904 in 
England, whether morning or crening. 
ing and —, editions combi: 
largest Sunday circulation in New ‘England. 
Daily rate, 20 sents per agate line, fat, run-of- 
paper ; Sunday rate, 18 cents per line. The best 

rtising propositions in 2 ‘tions in New 


* Nt pel 1904, 


News Pub- 
‘or January, 


Roston. Traveler. Est. 18%. Actual d v. 
1902, 78, $52. in 1903, %6.666. For vg bad 


age daily nade ager ge a 81,085 i 
“ope: Smith & Thempesn, es ae and Chicago. 


a -4 Northfield. Record. Baar ny of Christion Work, 


$i. ‘or Dec. 34, 1903, lo 
Dee, ir, $0,860, 60, te st eated 


Over 90 per cen 
scriptions. Puge rate, $22.40 | $22.40 flat, pro 


Ry fare é3 P ae Actual daily 
ree sar * hb, December, 1904, 
Adam«, Transcrivt. even. 


North 
printed 1904, 5,895. Last 3 mos., 1904, raat ae 
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Soringtelé. Good Housekee ,mo. Aver- 
age 194,171,017. No issue in 1905 less than 
200,000 copies. AU advertisements guaranteed. 

Woreenter. Evening Post, Post, oy: Worcester 
Post Co. Average for 1904, 12, G1 

Wevocsten, {Opinion Pu ue, daily (@O). 
At 4, 4,782. SS mch paper in 
Unit ‘States’ ou Roll of Hi 

MICHIGAN. 


Adrian. Telegram, dy. 1). W.Grandon. Av. for 
1904, 4,164, Aver. for January, 1906, 840." 


Flint, ee Daily Jour Journal. Aver. year end- 
Dec, 3/, '04, 6 12 (3). Av. J Av. for Dec 27.282 (%). 
Grand Rontds, Evening | Press, dy. 
1904, 44,807 
Grand Rapida, Herald. Average daily issue 
last six a Rapids 1904, 28,661. Only morning 
aud only Sunday paper here. 
Juckaon, Press and Patriot. 
Av, Jan., 


Average 


Actual daily 
average for 1904, 6,605. 1905, 7,149. 


Kalamazoo. poe Telegraph. Last six 
mus. 194, dy. 9,812, Dec. 10,086, 8.-w. 9,511, 

Kalamazoo, Gazette, daily, 1904, 10,811. 
Dec.11,087. Largest circulat circulation by 4,500. 


Saginaw. Courier-Herald, daily, Sunday 
Average 194, 10,288; January, 1905, 10,908. 


Saginaw. Evening News, daily. Arerage for 
9904,14,816. January, 1905,daily 14,908. 


MINNESOTA. 


Miqnengells Tribune. W. J. Murpby, pub. 

Est. 1867. Oldest pmenpelis daily. /904, 

daily average, 87,92 bs last enarter wv 

194 was 92,222: Sunday 71,221. A | 
—- Sor January, 1905, was 92,9 

CIRCULAT'N The Evening Tribune is guar- 

anteed to have a larger _circula- 

tion than any other ger 
= Ps evening ¢ 

ivery of 

ae "daily Tribune in Minneap- 

olis is many thousands raw 

= that_of any other news- 

olen il 4 city F reulatiom 

le wae alone 40,000 daily e 

, 2 Jes Tribune ia the reeognized 

tery. Wa = Ad paper of Minne- 

apolia. 


imongotte, farmers’ Tribune, twice a-week. 
W.J. Murphy, pub. Aver. Aver, for 1904, 56,814. 
Minnexa polis, Farm, Stoc! Stock and Home, semi- 
monthly. Sears. 1903, 78,854. Actual 
average 1904, 79,759. 


oye Journal, dai gaily. Journal Print- 
ing Co. irer. for TT 57,0893 1904, 64,888 ; 

January, 1905, 67.598 
accuracy of 4 


Journal’s etrewtation rati: 
guaranteed e American 
pa: ‘Direct. It reaches 4 


and goes into more homes 
thai any pa in its jield. It 
brings results. results. 

Mingesoetie. Svenska A ners. Amerikanska Posten. 

Swan J. Turnblad, pab. 1904,52,068 
8t. Paul, Di 
Janua 9.501. 
ING ‘NEWSPAPER. . Wy aver. 1904, 78,951. 


&t. Paul. Globe, daily. jaily. Globe Co., publishers. 
Actual average for 1904, 81. 81.688. 
. Ne “daily. Actual average for 
rshaek BD 5 Buller, 3 N. Y. and Chicago. 
&t. Paul. Piones oor Press. Daily average for 
1904 85.096. Sunday 80.484. 
1. The Farmer, x.-mo. Rate, 35c. per 
a witha discounts. Circulation for year ending 
June, 1904, 81.500. , Present average, 35,900, 
1904 
640 


dy. Aver 4 1904, 58.086. 
ST. PAUL'S LEAD.- 


&t. po 1, Volkezeitung. Actual a 
dy. 12.685, wy. 28.687. Sonntagedlatt 
Republican and Herald. daily. Aver- 

Pj) Deber 1908, 4,816. 
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MISSOURI. 


Clinten, Republican. Wy ar. baat ¢ ws mos, 1994 


8,840. D’y. est. Apr.,'04; av. last 6 mos.’04, 800 
Joplin, Globe, daily ae "geerage 4 12,046, 
E. be Special Agent N. 


no, 2 yurnal, d'y and w’y. Average 
por 1908, daily ‘114, weekd tt y 199,890. 


an City, World. dail daily. Actual average 
a 1908, "61,478. B. D. Butler, N, Y. & Chicago. 


Springfield, Sunny South, monthly. Actual 
ponerse 1903, 2, 888. 


Joseph, News a and Press. Act. daily aver. 
are 1904, 85,057. Smith & Thompson, Hust. Rep, 


Pv L.oula, Medical Brief,mo. J. J. Lawrence, 
+ M.D.,ed.and pub. Av. for 1904, 41,403, 


St. Louis, National Druggist. mo. Henry kh. 
Strong, Editor and Publisher. Average for 1904, 
8,080 (@ ©). Eastern office, 59 Maiden Lane. 


St. Louls, National Farmer and Stock Grower, 
monthly, Average for 1902, 68.588; average for 
1903, 106,625; average for 1 1904, 104,750. 

St. Louis. The Woman's M ne. monthly. 
Women and home. Lewis re Proven aver. 
age angers | 1.845.511. poet proven aver- 
Sede 12 months 1,611,988. Every issue 

to exceed 1,500,000 copies—full 
ea circulation of any publication 
world, 


MONTANA. 
Butte. American Labor Union Journal, week- 
ly. Averuge 1903, 20,549 general circulcetion. 


Butte, Inter-Mountain, evening. Sworn net cir- 
culation for 195, 10,617. Sworn net circu- 
lation for 1904, 18,678. 


NEBRASKA. 


Pre cnnnmspe Deutsch-Amerikan Farmer, "seem 
Average year ending June, ‘4, 149,803 


Lineoin, Freie Press, weekly. setwal average 
for year ending June, 1904, 152.0838 


(maha, Den Danske Pioneer, wy. Sophus F. 
Neble Pub. Co, Average for 1904, 81,628. 


Omaha, News. daily. Actual average for 1904, 
41,759. B.D. Butler, New York and Chicago. 


NEW HAMPSHIRE. 


Nashua, Telegraph, dy.andwy. Daily aver. 
10 mos, "04, 2, 8703 ober, ‘04, 8,1 69- 


NEW JERSEY. 

Camden, Daily Courier. Est. 1876. Net aver. 
circulation for 4 mos. end, Dec, 31, 1904, 8,687, 

Clayton, Reporter, weekly. A. F. Jenkins, 
Pub. Actual average for 1903, 2,019. 

Meobeken. Observer, daily. * an average 
1902, 18,097 , Sept., 1903, 22,75 

Jeraey City. Sacian Secrest. Average for 
1904, 81.406. Last 3 mos. 1908, 21,9160 0 

Newark. Evening News. Evgaine News Pub. 
Co. Av. for January, 1905, 57,948 

Newmarket, Advertise:s’ Guide, mo. Stanley 
Day, publisher. Average for 1903, 5,125. 


Washington, Star. wy. Sworn av. '03, 8,759. 
Sworn aver. ’04, 8.981. “More actual subs. than 
any five other Warren Co, papers. 


NEW YORK. 

Albany,Journal, evening, Journal Co. Daily 
average for Septeniber, @ 1s6 caitbee. 

Albany. Times-Union, every evening. Establ. 
1856. Average for first three m three pov A og 1904, ep ute. 

Pe abe? News, 1903, 

6.487. Six monthe 8 1904, 6,8 sredie, “rr 

Bingh ening Herald daily. Herald 
Co. Average for first three m three months 1904, 18,210, 


Heffale, er oe mere. pig oe Tig yinw W. 


evening $3. ous, ny ee arerage 68, ge.’ 


Buffale. Evening News. Daily arerag 1903, 
79,408. First 3 months 1904, 85.949. 
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Catekill. Recorder, weekly. Harry Hall, edi- 
tor. /wsav., 8,686, Av. December, 8,731. 

Cortland, Democrat, Fridays. Kst. 1840. Aver. 
195, 2,243. Only Dem. paper in county. 

Ly ona, Republican, established 1821. Chas. H 
Betis, editor and prop. Cire 

Mount Vernon, Daily Argus. Average 1903, 
2,989. Westchester County's electing paper. 


Newburgh, News. daily. ~¥ Sor 1904, 4.722. 
2,000 more than all other Newb'gh paperscombined. 











New York City. 
American Machinist, wy., machine construc. 
(Also European edition.) ‘Average prvi 20,189. 


Army Sony Semment Est. 1863. weekiy 
average for issues, 1904, 9.871 ‘09. Only 


Saeirgueress warded * Gold M 


Baker’s Review monthly. W.K Gregory Co., 
publishers. Actual average for 1904, 4,900. 


Benziger’s magazine, family monthli . 
ziver Brothers, Ar for 1904, 87,025, pa 
ent circulation, 50, 

Chpper, weekly (Theatrical), Frank Gueen, 
Pup. Co., Ltd. Aver. fur 1903, 26,912 (© ©) (689). 











®l Comercio, mo. Spamsh export. J. Shep 
ard Clark Co. Average for 1904, 7,292. 


Electrical Review. weekiy. Electrical Review 
Pup, Co. Average for 1904, 7,868 (© ©). 


Forward, daily Forward Association. Arer- 
age for 1903, 48,241. 


Four-Track News, monthly. Actual av. paid 
‘or sic months ending February, 195, 108,883. 
Murch edition guaranteed 120,000. 


Haberdasher, mo , est. 1881. Actual arerage for 
1904, 7.000, Binders «uffidarit and Post 
rece pts distributed monthly to advertisers. 


Hardware Dealers’ Magazine, morthly. 
. 1994, are 1ssue, 17.500 (© ©). 
T. MALLE Pub., 253 'ub., 243 Broadway. 


Leslie’s Weekly. “Actual a aver. year end, A 
1904, 69,077 (). Pres. av. over 75,000 week v. 





Leslie’s Monthly M»gazine, New York. Arerage 
circulation for the past 12 mouths, 248.946. 
Preseut average circulation 806,168 ° 


Music Trade Review. music trade and art week- 
ly. Average for 1904, 5.50%. 


National Provisioner. weekly. Packing houses, 
butchers, cotton seed oil, ete. 1903 av. cir. 6,402. 


Pocket List of Railroad Officials,qly. Railr'd 
& Transp. Av. 1903, 1Z. 992; 992; April, 1904,19, 725. 


Printers’ Ink, a journal 
for advertisers, published 
every Wednesday. Es- 
tablished 1888. Actual 
weekly average for 1903, 
11,001. Actual weekly 
average for 1904, 14,< 
918. Actual gain over 
1903, 3,917. 


The e's Home Journal. 525.166 monthly, 
— Lite 888 monthly, average cir- 





The Wall Street Journal. Dow, Jones & Co. 

publishers. Daily arerage ‘3, 11,987. 
The World. Actual aver. for 1904, Morn., 302,« 

885, Evening, $79.785. Sunday, ‘43 oS, 484, 





ter. Case and Comment, mo. Law. Av 


Reoehen 
Circulation 1903, 2,321. | for 1904, 80.000 ; 5 years’ average, 30.108, 


ngs ag Gazette, daily. A. N. Liecty. 

ae for 1902, #9. +3% Actual averaye for 
628, 194, ‘12.574. _ 

Syracune, Evenin: g llerald. daily. Herald Co., 
pub. Aver, 1904, daily 85.648, Sunday 89,161. 

Utien. National “Electrical Contractor, mo. 
Average for 1904, 2,625, 

Utien. Press. daily. Otto A, Meyer, publisher, 
A: eruge for 194, 14.879. 

Warsaw. Western New-Yorker. Smallest bons 
fide issue since Oct, /, 1904, was 5,000 copies 


NORTH CAROLINA. 
a. ge North Carolina's fore- 
eer’, ual daily aver. 1904, 6.481; 
semé-seek v, M.i96. First 9 First 3 months 1904, 6,578. 
Bie 3 Biblical Recorder. weekly. Average 
8.872. Average 194, 9,756. 


NORTH DAKOTA. 


aed Forks, Herald, dy. av. Fag April, 1904, 
5.862. Will guar. 6.000 Sor year. N. Dakota's 
BIOGEST DAILY: La Coste & Lowell N.Y. Rep. 

Grand F orks. Normanden, weekly. Ar. for 
1903, %,451. Guar. 6,700 after Nov, 1, 1904, 


OHIO. 


Akron, Beacon Journal. Average 1903, 8.208, 
N. Y., 523 Temple Court. Av. Nov., 1904, 10,702. 

Cleveland, Plain Dealer. Est. 1841. Actual 
daily average 1904, 79.460: Sunday, 68,198. 
Jan., 1905, 80,824 daily; : Sunday, 68, 958. 

Mansafield. Daily ‘News. Actual average year 
ending Dec. 31,1904, 4.860 (3). 

Springfield, Press Republic. Arer. 1903.9,2838. 
Aver, '04,10,227. N.Y. office, 523 Temple Court. 
Washington Court House. Mie es? Co. 

Record, weekly. Actual average 1903,1,775. 
Youngstown, Vindicato:. D’y ar.’04,.12,020. 
LaCoste & Maxwell, N Y., Eastern Reps. 


Zaneaville. Signal, daily, reaches S. E. Ohio. 
uarantees 5,000. Average six mos. /904, 5,814. 








Zanesville, ‘times-Recorder. Sworn average 
1904, 8.810 (3). Guaranteed double nearest com- 
petitor and to exceed combined competitors, 


OKLAHOMA. 

Guthrie. Oklahoma Farmer, weekly. Actual 
average 1904, 58.89%. 

Guthrie, Oklahoma peabe Corstens dy. and wy 
Aver. for 1903, daily 20,062, weekly 25. Ona, 
Year ending July 1, ’03, dy. 19,868; wy. 28,119. 

Oklahoma City, The Oklahoman. 190harer., 
8,104; Jan.,’45,10,220. EH. Katz, Agent, N.Y. 


OREGON. 

Portland. Evening Telegram, dy. (ex. Sun.) 
Average circulation during 1904, 21, Be. 

Portland, Oregon Daily Journal. Actual arer- 
age for January, 18,542; actual average March, 
1904, 15,204. 

PENNSYLVANIA. 

Cheater. Times, ev’g d'y. Average ‘94, 7.929, 
N. Y. office, 220 B’way. F R. Northrup, Mgr. 

Erte, Peopie. weekly. Aug. Klenke, Mer. 
Average 1908, 3,088. 

Erie. Times, 7g 4 Aver. for 1904, 14,257. 
Jan., 1905,15,047. E. Katz, Sp. Ag., N. Y. 

<ogpt Telegraph. Dy. sworn av. Dec.'04, 
18.72 Laryest ciren, in Harrisurs guur't’d, 

naar American Medicine. wy- Av. 
for 1902, 19.32%. Av. March 1903, 16,827. 


Philadelphta, German 








ulations for So to paid-in-advance 
Sloe . M. Lupton, isher. 


Daily Gazette. 
circulation first six mos. 1904, daily in 42, al 
day 87,268. Sworn statement. Cir. books open. 
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The Philadelphia 
BULLETIN’S 
Circulation. 


The following statement shows the goal - 
culation of THE BULLETIN for each day in 
month of January, 1906: 








1. SE Si-% 

2.. 18.. 

3. 19 

4. 20 

5.. 21.. 

6.. 22 

7. 23 

8... 2. 

9.. 25. 

10.... 26. 
il.. 27. 

12.. 28 

13... 29 

14... 30.. 205. 
ge Sl cncecccee coves 205,773 


Total for 26 days, 5,155,924 copies. 
NKT AVERAGE FOR JANUAKY, 


196,766 copies per day 


The BULLETIN’s circulation ficures are net; all 
damaged, unsold, free and returned copies have 


been omitte. 
L. aa, Publisber. 
PHILADELPHIA, ren Méth, 1 
In See Nee there are over 230,000 homes 
'HE BULLETIN’s circulation, which during the 
month of January averaved 196,766 copies per 
fay. co ,goes each evening into a majority of these 





Philadelphia, Press. Daily average year eud- 
ing Dec. 31, 1904, 118,242 net copies sold. 





Philadelphia. pamcey School Ube weekly. 
Average for 1904, Send for rates to 
The Religious oes Seen Association, Philadeipnia. 


The Evening 
Telegraph 


READ EVERYWHERE IN 
PHILADELPHIA, 
January Circulation 
The following statement shows the actual cir- 


culation of THE EVENING ee for each 
day in the month of January, |! 





NET AVERAGE FOR JANUARY 


145,120 copies per day 


BARCLAY 8. WARBURTON, President. 
Philadelphia, Feb. 6, 1906. 


Philadelphia. The G World. Actual 
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Philadelphia, Faria Journs1, monthly. wii | 
mer Atkinson omeeny. Publishers ney of 


Sor 1904, 593,880. Printers’ Ink awa 

seventh Sugar Bowl to Farn Journal with this 
n. iption : 
* swarded June 25th, 1902, by 


* Printers’ Ink, *The Little 

“* Schoolmaster’ in the Art of 

* Advertising, to the Farm 

* Journai After a canvassing 

viel tat “of merits extending over $ 
“pe of half a wear. tha anoug a 

“those published in he United States, ha. 3 been 

“* pronounced the one re best serves tis purpose 
“as an educator and counselor for the agricultu- 

“ral population, and as an effective and economi- 
“cal medium i. communicating with them 


“ through its a vertising colt columns.” 
Pittebn . Labor World, World, Av. 1904, 22,0 
613. Reaches best ald dinoat ‘workmen inU.&. 


Pottaville. Evening Chronicle. Officialcounty 
organ. Daily average /903, 6,648. 
Weat oo Locai News. daily. W. G. 
Hodgson. Average for 1908 $00 “168. 
Willlamaport. Grit. America’s Greatest 
Weekly. Net paid average 1904,198.758. Smith 
«& Thompson, keps., New York New York and Chicago. 


York, Dispatch, “daily. Sor 1904, 
8.974. Enters two-thirds of Pues 


RHODE ISLAND. 


Pawtucket. Evening Times. Average daily 
fur 1904, 16,850 sworn 


Providence, Daily Journal, 17.290 (©). 
Sunday,20. 486:(@O0). Er ‘ening. Bulletin 87, 336 
svwerage (94. Providence Journal Co., pubs 


Weaterly, Sun. Geo. H. Utter, pub. Pte 
1904, 4,480. i Ouly daily in So. Rhode Is 


SOUTH CAROLINA. 


Oharleston, Kvening Post. Actual dy. aver. 
for fourth 3 mouths yd 4.008, 





Columbia, State, po average for 1904, 
taily 8,164 copies, ( ) per issue; semi-weekly 
2.251, Sunday 9,417 (@@). Act. aver. ay last 
six months of 1904, daily 8.626; Sunda . 
t@ The absolute correctness of the latest 
circulation rating accorded 
the Columbia State is guar- 
anteed by the publishers of 
the American Newspaper Di- 
rectory, who will pay one 
hundred dollars to the first 
person who successfully controverts its 
accuracy. 


UA 
Can 
TEED 


TENNESSEE. 
Chattanooga, Crabtree’s Weekly Press. Aver- 
age Novemher and December, 47,044 (:). 
Knoxville. Sentinel. Average ame, 11,482. 
Carries bulk Knoxville advertising 
Memphis. Commercial A 1, daily, Sunday, 
weekly 4 Average 1904, daily 88.96 . Sunday 
47. 002, weekly 86.840 (964). — 1904, daily 
$4,909, Su y 49.762, weekly 101.850. 
Nashville. Banner, daily. Aver. for year 1903, 


18.772 ‘or 1904, 20.708, Only Nashville 
daily eligi to Roll of Honor. 
TEXAS. 

Besten.. Record and Chgontoie. daily and 

weekly. C. Edwards, ily av. 1904, 


816. Wreckiy av., 2,775. Phe: daily and weekly 
together reach 65 per cent of all the tax-paying 
families of Denton ( ounty. 


El Paso, Herald. Dy. av. 1904, 4,211; 
poy 4,485. ys canvass showed ‘noted Heoaid 
80 per cent of El » homes. Only El Paso 
daily paper eligible to Roll of Honor. 


Paris, Advocate, dy. N. Furey, pub, Act- 
ual average, 1903, 1,827; ison, 1,881. 





VERMONT. 





rocery 
average year ending August, 1904, 11,741. 





Rasve. Times, daily. F. E. Langley. Aver. 1904, 
5.161. 
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Bortingten, Daily News, evening. Actual 
daily average 1904, 6.01% ; last 6 mos., 6,625; 
grt 7,0 sont last month, 7,847. 
oiapten, Bice Press. Daily av. ’03, 5.566, 
a 6.68 Largest to State circulation, 
Examined by Assoc’n of American Advertisers. 


VIRGINIA. 


Nerfelk, Dispatch, daily. Sworn vonee for 

1902, 5,098; for 1903, 7,483; Sor 1904, 9,400. 
Bechet, ee orning. Asmat 
dail r Se oe. 1904, POAT. 
igh ‘price Fron reulation with no waste or 
duplioabion sine bene J per cent of Richmona 
paper. 





WASHINGTON. 


Seattle, Times. Actual aver. circulation Oct- 
Nor. and Dec., 1904, 37.090 daily, 45,450. Sun" 
day. By far largest daily and Sunday in State: 

Tacoma, Ledger. Du. av, 1904, 14,864; 
18.475; wy., 9.524. Aver. Dec., 194, dai ily? 
14. Span Sy., 19.641: omy.» as 608. 8.C. Beck: 
with, rep., Tribune Bldg., N. Y.& Chicago. 


WEST VIRGINIA. 


Stone. Sentinel, daily. R.E. Hornor, 
pub. Average for 194, 2.820 (1054). 
w pooling, News. Daily paid cirewn 9,707. 
fn ‘cirewn 10,829. For 12 months u 
“pris, 14,1904. Guarantees a paid circulation 
coal to any other two Wheeling papers combined. 


WISCONSIN. 
La Crosse, Chronicle. Daily average 1904, 
6,440 (%). Average De Dec. Cc. 10h, Gy Gad (K). 
La Croase. Leader-Press evening. Actual 
average 1904,6,879. ‘Aserage Det, 1904, 6,588. 
Milwaukee. Evening Wisconsin, d’y. ‘vg. Wis- 
consin Co, Average for 1904, 26,201; January, 
1905, 26,889(@ ©). 
Milwaukee, yn ee og 
year end’g Feb.,'04, 28,876; av. awh $48 8. 
Milwaukee, Journal, daily. Journal Co., pub. 
1., end. Dec., 1904, 87, 170. Jan.,, 1905, 87, 08. 
Oshkosh, Northwestern. dail. og Average for 
4904, 7,281. December, 1904, 
Raeine. Journal, Sens. Journal Printing Co, 
Average for 1903, 8.702 
w iscomrin Bn oe 
hed 1877 


Ravine, Establis 
average Jor $903, weekly, S8.181. 
904, 

















Only oe. paper whose cir- 


culation is guaranteed by the 


American Newspaper Directory. 
‘Advertising, $2.8 per inch. 
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Sor 1903, 1,055. 





|. dy. Bb 187, wit 12 





WYOMING. 
Ch » Tribune. U 
wee sae Actual daily average for 


Roek Springs, Independent. Weekly average 


rst eight months 1904, 1,582. 


BRITISH COLUMBIA. 
Vancouver. Province, daily. W.C. Nichol, 
publisher. Average "ag 1904, 7,426; average for 

January, (905, 8,269 
Victoria. Colonist. daily. Colonist P. & P. Co. 
Average Sor 1903, 8,695; June, 1904, 4,808. 


MANITOBA. CAN. 


Winnipeg, Der Nordwesten, Western Canada’s 
German newspaper, covers the entire German 
speaking population—its exclusive field, Aver- 
age for 12 months ending June 30, 1904, 10,798. 

Winnipeg, Free Press, daily and weekly. Av. 
erage for 194, daily, 25.69 3 weekly, 15,801. 
Daily, January, 1905, 26,907. 


NEW BRUNSWICK, CAN. 


St. John. Star. Actual daily average for 
September, 1904, 6,806. 


NOVA SCOTIA, CAN. 


Malifax, Herald (© ©) and Evening oan* 
Sworn circulation exceeds 16,000, Flat 


ONTARIO, CAN. 


Toronto, Canadian Implement and Vehicle 

Trade, monthly. Average for 1904, 6,000. 
Torente, Evening Telegram. Fic’ 
1904, 81,884. Perry _— Jr., N.Y. 
Toronto. Star, daily 

December 3/ , 81,228: for immune 
Toronto. The News. largest circulation of 

any evening paper published in Ontario. Are 

year end. Dec., ’04,88,178; for Jan, 68.295. 


QUEBEC. CAN. 


Montreal, Herald, daily. Est. 1808. 
aver. daily 1904, 28,850 ; weekly, 18,886. 


Montreal. Journal of Agriculture and Horti- 
culture. Semi-montbly. Arerage 1904, 61,457. 

Montreal. La Presse. Treffle Berthiaume, pub- 
lisher. — average 1903, daily 72,894; 
1904, 80,25 

re 











~Sipala 


r aa 
6,567. 





Actual 








a. Actual average 1904— 


Canad 
54. | daily, 19,2873 vee 18.757. 


Graham &Co, Av. 
5269 (1145). ert mos. 
May 31,08, dy. av. 6,147, wy. 122,15 


Mentreal, Star, d 





Only a very small number of papers listed in 


Rowell’s American 


Newspaper 


Directory are 


accorded the gold-marks of quality (ee), and only a 


few of those who enjoy 


make this fact persistently known. 
observed on page 37 of this issue, 


the much coveted marks 
These may be 
A two line ad in 


this department costs $20.80 per year, payable quar- 


terly, or $18.72 net if wholly paid in advance. 


It 


seems no publisher enjoying these marks (e®) ought 
to neglect to make the fact known to the readers 


of PrinTERS’ INk—who 
of this country. 


constitute the advertisers 
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©O) GOLD MARK PAPERS@©) 





(@©) Advertisers value these 
tbe mere number of co) 


the sign ©.— Webster’s Dictionary. 


id was symbolically represented by 


~ ag more for the class and rend of their circulation than for 
mee prin Among the old chemists go. 


Out of a grand total of 23,265 publications listed in the 1904 issue of Rowell’s American Newspa- 


per Directory. one hundred and nine are aistin 
marks (© ©), the meaning of — is explain 


Fabore from all the others by the so-called gold 


oe 


having the gold marks in the 





Apnouncements under 
Directory, cost 20 cents per line per 
$20.80 for a tull year, 10 per cent disc 


week, two > tines (the smallest advertisement accepted) cost 
otfnt, or $18.72 per year spot cash, if paid wholly in advance. 





WASHINGTON, D. C. 


THE EVENING STAR (@O), Washington, Dc. 
Reaches 90% of the Wusbingion hom 





ILLINOIS. 


pees 


PR (0) ©). 
ving this ma 
satustactory — 


BAKERS’ HELPER, (@ @) R,(@ @).! Cotenno. only “Gold 

Mark” baking journa Oldest, largest. best 

known. Subscribers in every State and Territory, 
KENTUCKY, 

THE COURIER OURRAL (© ©), Louisville, 
daily, Sunday and eekly. Not only has 
classand quality of eirealnnion: but also quantity. 
While an old and conservative newspaper it hus 
never lacked progressiveness. It was the first 

per outside of New York city to introduce the 
Hiergentbaler linotype machine. It is carried 
every day of the week on a ial train of its 
own to the heart of the wealthy ‘ Blue-grass 
region,” and has alarger circulation in that 
territory than any other daily. 


MASSACHUSETTS. 


BOSTON PILOT (go. every Saturday. Roman 
Catholic. Patrick Donahoe, manager. 


BOSTON EVENING TRANSCRIPT (@©), estab- 
lished 1830. The only gold mark daiiy in Boston. 
MICHIGAN. 


Grand Rapide. Furniture Record (Q©). Only 
national paper in its field. 


MINNESOTA, 


THENORTHWESTERN MILLER 


be 
Rue flow "- rade de alt Sun we hg The 
only * ng Sa Merk” milling journa! (@O0). 





NEW YORK. 
THE POST EXPRESS (©©). Rochester, N. Y. 
Best advertising medium tn this section. 
ENGINEERING NEWS (@©).—A periodical of 
the highest character.—Times, Troy, 


HARDWARE DKALERS’ MAGAZINE. 


In 1904, ar issue, 17, ( )- 

D. T. MALLETT, Pub.. 28 Broacway, x... 

NEW YORK HERALD (@©). Whoever men- 
tions America’s leadin + By newspapers mentions 
the New York HERALD first. 


HE NEW YORK “TIMES «¢ (© ©). Times Square, 
“Al the news that’s fit to print.” Net ee 
in metropolitan district exceeding 100,000 copies 
daily. 

ELECTRICAL WORLD AND ENGINEER (© ©), 
established 1874; covers foreign and domestic 
electrical purchasers; largest weekly circulation. 


BUFFALO COMMERCIAL ‘o ). Desirable 
because it always produces satisfactory results. 

CENTURY MAGAZINE (© ©). There area few 
people in every community who know more 
than all the others. T people read the 
CENTURY MAGAZINE. 














NEW YORK Lg he ©). daily and Sun- 
day. Establish conservative, Clean 
and up-to-date -h ose readers = 
sent intellect and purchasing: pt power toa b 
grade advertiser. 


onic, 

CINCINNATI LE NAO LEER (O®). Great—influ 
ential—of world-wide fame. t advertising 
medium in prosperous Middle West. Rates ana 
information supplied vy Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 

THE PITTSBURG DISPATCH (09), a home 

delivered jon among those of al! classes 

with money to buy. 

THE PUBLIC LEDGER (@©), the ONLY news- 
per admitted into thousands of Philadelphia 
omes. ‘Philadelphia’s landmarks: Independ- 

ence Hall and Public Ledger.” Circulation grow- 

ing faster than for 50 years; leader in Financial 

Fducational, Book, Real Estate, Auction, and all 

other classified advertising that counts. 


SOUTH CAROLINA. 


THE STATE (QO), Columbia, 8. C., reaches 
every part of South (‘arolina, 


VIRGINIA. 

NORFOLK LANDMARK (© ©)the recognized 

medium in its territory for investors. Holds 

certificate from the Association of American Ad- 

vertisers of bona fide circulation. If you are in- 

tere-ted, ask to see voluntary letters from ad- 

vertisers who have gotten splendid results from 

LANDMARK. 

WISCONSIN, 

HE MILWAUKEK EVENING 

(oy one of the Golden Dozen New 


CANADA. 


THE HALIFAX HERALD (@©) and the EVEN- 
ING MAIL. Circulation exceeas 16,000, fiat rate. 


THE TORONTO GLOBE (co) 


Canada’s National Newspa Uni Sta 
representatives. BRIGHT & ERREE, 2 York 
and Chicago. Sworn circulation 1904, 51 1,231, 
to — 

A BOOKLET from the Scientific Ameri 
can, New York, with a cover on a clever 
imitation of birch bark, tells something 
about the character of circulation of that 
weekly’s — Edition and indicates 
lines of goods that may be advertised 
in it advantageously. The Building 
Edition goes to home builders, and 
through its pages can be advertised any- 
thing entering into the construction or 
furnishing a home. 

ee ee 

THE eightieth annual report of the 
New York Bible Society, Astor Place, 
is made more interesting than such docu- 
ments ordinarily are by views of bible 
distribution among immigrants, with in- 
cidents that happen during this work. 


bon gd 
wspapers. 
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THE WANT-AD MEDIUMS 


lar Vote for the 





A Large Volume of Want Busi 





Newspaper in Which It Appears. 


is a Pop 








Advertisements under this heading, from papers of the 


requisite grade and class, cost twenty cents per line per week. 


Under a YEARLY contract, two lines (the smallest advertisement 


accepted) cost $20.80 for a ful 
$18.72 spot cash, if paid wholly 


| year, ten per cent discount, or 
in advance. 





CALIFORNIA. 
i |i HE Times prints more * Want” and otherclas- 
sified advertisements than the other five 
newspapers in 10s Angeles combined. it 1s the 
medium for the exc e of en intelh- 
wzence throughout the » hole Southwes' 
Rate—ONE CENT A WORD FOR EACH ixsznniox; ; 
minimum charge 2 cents. Sworn daily ave 
for year 193, 36.656 c Ppa Sunday circulation 
regularly exceeds 5) 
COLORADO. 
ue Denver Pom. Sunday edition, re. p. 1905, 
1 ads, a total of 94 1-10 
columns. The ‘post is the big Want awk And, of 
the Rocky Mountain region. e rate for Want 
advertusing in Vost is five cents per line 
each insertion, seven words to the line. 


CONNECTIOUT. 
N ERIDEN, Conn.. RECORD covers field of 50,000 
population, working people are skilled 
mechanics. 
five cents a ‘werd a week. 
etc., half cent a word a day. 


DELAW ARE, 
fe eB people use the EVENING JouR- 
for “Wantads.” Foreign advertisers 
can safely follow the home example. 
IX Delaware the only A paper that qr. 


antees circulation is *‘ Every Evening. 
advertising | than all the 





sified rate, cent a word a day, 
“Agents Wanted,” 


carries more c 
other Wilmington papers c 
DISTRICT OF COLUMBIA. 


‘(HE Washington, D.C., EVENING STAR ( 
= carries DOUBLE the number of WANT +4 





other paper in Washington and more than 
all of the other papers combined. 
MAKE COMPARISON ANY DAY. 


GIA. 
‘PRE Atlanta JOURNAL carries three times as 
many Wants as its chief competitor. 


ILLINOIS, 


peu (1ll.) JOURNAL reaches over 13.000 of 
he prosperous people of Central Illinois. 
Rate, one cent per word each iss 


CONTEARLY everybody w who aii the E 
. around or about Chi- - 
cago, reads the DAILY News” says the Post 
wate and that’s why the DalLy News is Chi- 
cago's “want-ad” directory 


INDIANA. 


HE Printed 1.307 mo name orien the ear was 
T lareinied advertise- 

ments all other or dailies ot indianapolis 
po - Bag \printin a total of 273,730 separate 
paid Want ads du OW, Es 


Tj intinnapels Stak is = Want ad medium 
omenete . It printed during the 
year of 1904 591,313 lines of Want ads. ring 
the month of comer the an, printed 17.335 
lines of classified financial advertising. This is 
4.275 lines more than published or any other In- 
dianapolis for the same period. The 
News in December, 1904, printed _ lines; the 
Sentinet 4,516 lines, and Sun 2.630 lines. The 
oy ge STAR accepts no classified advertis- 
ing free. The rate is one cent per word. 


HE Muncie Star is the recognized Want ad 

ium of Muncie. It prints four times ax 

much classified advertising daily as all other 
— dailies combined. 


Hit MARION LEADER is recognized as the best 
result getter for want t ads. 


oo Terre Haute STAR carries more Want ads 
any other Terre Haute paper. Rate, 
one centper word. 


cas Star I e, composed of Indianapolis 

STAR, Muncie STaR and Terre Haute STAk, 
general offices, Indianapolis. Rate in each, one 
cent per word; combined rate, two cents per 
wo! 





IOWA. 
'T\HE Ves Moines CaPITAL guarantees the jarg- 
est circulation in the cfty of Des Moines of 
cf lows. daily newspaper. !t is the want ad medium 
Rate, one cent a word. By the month, 
§1 per line, It is published six evenings a week. 
rday the big day. 


MAINE. 


HE EVENING EXpREss carries more Want ads 
than all other Po: tiand dailies combined. 





MARYLAND. 
iS bie Baltimore News carries more Want Ace 
than any other Baitimore daily. It is the 
d Want Ad di ot Balti e 





MASSACH tg 
2 CENTS for 30 wo 5 days. DatLy ENTER 
PRISE, Brockton, } . carries solid page 
Wantads. Circulation exceeds 10,000. 


T= Boston EVENING TRANSCRIPT is the 

resort ide for New Englanders. yf 
expect to all gvod places listed in its adver- 
tising columns. 


Leer Boston TRAVELER p publ ishes more Want 
advertising — any Other exclusively even- 

ng paper in its fleld,and every advertisement 
is paid for at the estanlished rates. 


—— GLOBE, daily and Sunday, in 1904, 
Tied 141,353 more “Want” ads than an 
iE. It printed a total of 417, 
ments, and every one of them 
was paid for at the regular card rate, and there 
were no trades, deals or discounts. 


MICHIGAN. 


AGINAW CouRIER-HERALD (daily), only Sun- 
y paper; result wetter; circulation in ex- 
cess of 11,000; ic. word; Ke: subsequent. 


MINNESOTA, 
r | Minneapolis JoURNAL carried Mey? fifty-six 
per cent more Want ads during 1904 than 
any other Minneapolis daily. No tree Wants and 
no objectionable Wants. C reulation 1993, 57,039: 
1904, 64,333; January, 1905, 67,598. 


be Sr. hy Drspatcu is the leading “Want” 

medium in the Northwest, read and relied 
upon by everybody in its city and bag Hg dE 
more paid circulation than the other St. Paul 
dailies combined; brings replies at smallest cost. 
Circulation 1903—53,044; now 57,624. 
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HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad mearam of Minneapolis and has 
been for many years. It is the Pidest Minne- 





any 
other Minneapolis daily. | its evening edition 
alone has a Lan ag in 2 
many thousands, than any yt eve 
It publishes over 80 columns of Want advertise: 
ments every week at full price (average of two 
pages a day), no free = } Bb pates covers both 
morning and eveni’ No other Min- 
a dally ¢ carries on webere near the num- 
ber of d Wanted advertisements or the 
amount in “abe 


MISSOURI. 
f ee Joplin GLOBE carries more Want ade 
than all other papers in Southwest Missouri 
combined, because it gives results. Une centa 
word. Minimum, l6c. 


(PE Kansas City JOURNAL (every morning 
including Sunday), one of the recognized 
Want ad mediums of the United States, 21 to 35 
columns paid Wants Sunday .7 to 10 columns 
daily. Kate, 5 centsa ponpariel line. 


NEBRASKA, 
TH Lincoln DamLy Stak, the best ‘Want Ad” 
me jium at Nebraska’s capital, Guaranteed 
circulation exceeds 16,00u daily. lates, 1 cent 
per word. Sunday W ant ads receive extra in- 
sertion in Saturday afternoon edition if copy is 
received in time. DAILV STaR. Lincoln Neb. 


NEW JERSEY. 


| ae cot DAILY JoURNAL Covers population 
95,000, Largestcirculation. Brings re- 
sults. Only “ Want" medium. Cent a word. 


NEW YORK. 
‘\HE Post-EXPREss 1s the best afternoon Want 
ad-medium in itochester. 
LBANY EVENING JOURNAL, Kastern N, Y.’s 
best paper for Wants and classified ads. 


ALLY sae. Mount Vernon; N.Y.. Great 
est Want in Co 





a 





| cane the LEADER carries la: 
10nage; hence pays best. BECK WITH yN. 


| yp ad mw » NEWS with over 87,000 circulation, 
is the only Want Meaium in Buffalo and the 
strongest Want Medium in the State, outside of 
New ook City. 


HE Times-Union, of Albany, New York. Bet- 
ter medium for wants and other classified 
matter than any other paper in Albany, and 
—— a circulation greater than all other 
laily papers in that city. 


RINTERS’ INK, published weekly. The rec- 
ognized and jeading Wantad medium for 
Want ead mediums. mail order articles, aavertis- 
i novelties, printing, ogee circulars, 
rubber stamps, office devices. adwriting, half 
tone making, and practically anything which 
interests and ap) is to advertisers and busi- 
ness men. Classified advertisements. 20 cents 
a line per issue flat : six words toa line. Sample 
copies, ten cents. 


OTe. 
N Zanesville the TimEs-RECORDER prints twice 
as many Want ads as.any other paper. 


HE Zanesville SigNaL reaches 64 townsin 8. E. 
Ohio, also 68 rurai routes; c. a word net. 


OUNGSTOWN VinpicaTor—Leading “Want” 
medium. ic. per word. Largest circulation 


‘TT. HE MANSFIvLD News publishes daily mo-e 
Want ads than any other 20.000 population 

newspaper, ii words or less 3 consecutive times 

or less, ; one cent per each additional word 


OKLAHOMA. 
HE OKLsHomAN. Okla. City. 9.401. Publishes 
more Wants than any four Okla.competitors, 


PENNSYLVANIA. 


(LKES-BARRE (Pa.) Times. Circulation over 
11,000 daily. Classified rate, 5 cents a line. 


be Chester, Pa., TIMES carries from two to 
five times more ciasrified ads than any 
other paper 


BoE Want ads pay. because 
“In Li eo nearly | every- 
s THK BULLETIN Net 


ps fn. circulation for Janu- 
oye 196.766 copies. (See Roll of 
onor.) 





SOUTH CAROLINA. 
=. Columbia STaTK (QO) carries more Want 
ads than any others. C. newspaper. 


VERMONT. 
HE Burlington DaiLy News is the popular 
pe and the \\ant medium of the city. 
Reaches twice as people as any other and 
carries more Want aas. Absolutely necessary to 
any advertiser in Burlington terr.tory. 


VIRGINIA. 

4 Nie NEws jaepan, aaiaied overs afteenoom 
except Sunda: 774 ichmond argest 
circulation by long odds (27,414 hey 7 eo . and 
‘ecogni: want advertisement medium in 
Virginie Classified advts., one cent a word per 
insertion, cash in advance. no advertisement 

counted as less than 25 words, no display. 


WISCONSIN. 
N°? paper of its class carries as many Want 
ads as the EVENING TELEGRAM, of Superior 
Wisconsin. 


ANESVILLE GAZETTE, daily and weekly, 
reaches 6,500 subscribers in the million dol- 
lar Wisconsin tobacco beit, the richest sees 
of the Northwest. Rates; Want Ads—daily, 3 
lines 3 times, 25c.; weekly, 5c. line. Big results 
from little talk. 


CANADA. 


‘\HE Halifax HERALD (@©) and the Mair—Nova 
Scotia’s recognized Want ad mediums. 


A PRESSE, Montreal. Largest daily circula- 

tion in Canada without exception. (Daily 

_. Saturdays 105,000.) Carries more want ads 
than any French newspaper in the world. 


HE D DAILY ‘JELKGRAPH, St. John, N. B.,18 the 
. — — “ — —- provinces, 
oo circulation and most up to-date paper o' 
rm Canada, Want os one cent word. 
Siclecess champs thosute 


Ts Toronto DaiLY STAR is necessary to any 
advertiser who wants to cover the Toronto 
tield. Carries more general advertising than 
any other toronto eee. daily average 
circulation, January, ‘0, 36,56 


pas Montreal DAILY STAR iin more Want 

advertisements than ail other Montreal 
dailies combinea. The FaMILY HERALD AND 
WEEKLY STAR carries more \\ ant advertisements 
than any oiher weekly paper in Canada. 


A PARTICULAR feature of the Toronto EvEN- 
G TELEGRAM’S “to their a 
is tl to r ings; there 
. hat they Mgt joubtful advertise- 
ments acce This an ‘the ublic perfect 
goanaence In tem, and next (Season ehy thay 
ation is per grea’ 
bring such splendid results t results to cae advertisers, 


HE Winnipeg Free Press carries more 
ay advertisements than any other 
dailv paper in Canada and more advertisements 
of this nature thn are contained in all Lat other 
daily papers nublished in the (sandige North- 
— goog Moreover, the FREE PRESS car- 
larger so'ume of general advertising 

than any other daily ~aper in the Domin 


Le dep COLTMRIA. 
Ts Victoria CoLontsT covers the entire prov 
ince of Britian Columbia (branch office ir 
Vancouver). More “WANT” ade anpear in the 
Sanday O ‘OLONIST hy in anv other naper west 
of W: Seep Caves aword each issue. Sam- 
ple 
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50.5 per cent. 

















NUAR Y 
COLUMNS. 

DISYLAY. CLASSIFIED. TOTALS. 
1,215.84 837.05 2,052.89 
1,129.38 745,59 1,855.97 
1,190.98 623.89 1,804.82 
. 9F.20 109.84 1,084,04 
A Y l — l 4 . 

5an. 74 393,37 918.11 
. 5ah.28 353.35 884.58 
493.68 278.52 762.20 
_ 441 52.05 522.46 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


weeenne 

1 Issued every Wednesday. Subscription 
price. two dollars a year, one dollar for six 
months, inadvance. On receipt of five dollars 
four paid subscriptions, sent in at one time, 
be puc down forone year each and a larger num- 
ber at the same rate. Five cents acopy. Three 
dollars a hundred. Being printed from stereo- 
type plates it is always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollarsa 
hundred. ae 

ADVERTISING RATES : 

Advertisements 2 cents a line, pearl measure, 
15 lines to the inch ($3), 200 lines to thepege ($40). 

Vor specitied ition selected by the adver- 
tisers. if granted, dounle price is demanded. 

Op time contracts the laat copy is re; 
when new cupy fails to come tohand one week 
in advance o of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

Everything appearing as reading matter is in- 

rted free. 

All advertisements must be handed in one 
week in advance. 

Advertisers to the amount of $10 are entitled 
to a free subscription for one year, if demanded. 
Cuar.es J. ZInGG, 

Editor and Manager. 


OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Hill,EC 


__NEW YORK, MAR. 1, 1905. _ 


PRINTERS’ INK is absolutely 
an independent journal, con- 
nected in no way whatever with 
any advertising agency, selling 
its advertising space only for 
cash, and standing entirely upon 
its merits as a news medium 
for advertisers and an educative 
force in the advertising field. 














E. R. Tuomas, the lecturer on 
welfare work, who gave illustrated 
talks at the National Cash Regis- 
ter Company’s theater at the St. 
Louis fair, has been sent by that 
company to London, where he is 
delivering his talk before promi- 
nent English manufacturers and 
welfare societies. 





A BOOK of 104 pages, entitled 
“How to Advertise,” is published 
by the Clarence E. Runey Adver- 
tising Agency, Cincinnati. It deals 
with all phases of publicity, from 
newspapers to novelties, but lays 
especial emphasis on this agency’s 
facilities for producing _ signs, 
posters and outdoor advertising. 
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AFTER a career of something 
more than three years, the News, 
of Nashville, Tenn., has suspended 
publication and gone into volun- 
tary liquidation. Lack of support 
is the prime cause of failure. 
This leaves Nashville with one 
evening paper, the Banner—a good 
one. 


SHERMAN, ReEIp & Co., 64 Leon- 
ard st., New York, one of the old 
well-known dry goods jobbing 
houses of the East, are advertising 
their Dove Dimity Quilts in a few 
newspapers and magazines. The 
business is placed by the Ben B. 
Hampton Co., 7 West 22d street, 
New York. 

(Va.) 


THE Norfolk Public 
Ledger has been sold to the pub- 
lishers of the Times-Herald, New- 
port News, Va., S. L. Slover and 
Harvey L. Wilson, who will move 
to Norfolk and conduct the paper 
as an enterprising afternoon daily. 
Their control of the Times-Herald 
is retained, and that property will 
be managed by P. T. Marshall, 
who has been cashier. 


A BUSINESS OPPORTUNITY. 


Rastus—“What’s you gwine to 
do this fall?” 

Johnson—“T’se gwine to open a 
school an’ teach chicken stealin’ by 
mail.” 

Your address, please? We go 
anywhere for  business.—From 
Batten’s Wedge. 


THE ORANGE JUDD 
WEEKLIES. 


During March the Orange Judd 
Weeklies will have more than a 
million circulation, the weekly is- 
sues being augmented by a na- 
tional subscription canvass, March 
is the height of the subscription 
season for this trio, which com- 
prises the American Agriculturist, 
New York, the New England 
Homestead, Springfield, _ Mass., 
and the Orange Judd Farmer, 
Chicago. To activity in securing 
subscribers in this month is due 
the trio’s enormous proportion of 
direct paid-in-advance circulation— 
an aggregate of more than sev- 
enty-five per cent of the total 
number of copies printed. 
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THE magazine and newspaper 
advertising of A. S. Barnes & Co., 
publishers, New York City, is 
being placed by the Ben B. Hamp- 
ton agency, 7 West 22d street, 
New York. 





Tue International Shoe Co. of 
Boston, Mass., manufacturers of 
the “Merit” Shoe, $2.50, is extend- 
ing its chain of stores in large 
cities which means more adver- 
tising for the newspapers. The 
business is placed by the Ben. B. 
Hampton Co. agency, 7 West 22d 
street, New York. 





THE MOTIVE POWER NOT 
THE HEAD. 


“Who is at the head of the 
Hearst Combination of Newspa- 
pers?” was the question recently 
propounded by PRINTERS’ INK to 
the manager of one of the 
branches of that institution. 

“That’s what, for fifteen years, I 
have been trying to find out,” was 
the reply. He hesitated a moment 
and then added “I was able to tell 
Mr. Hearst at one time that I 
knew he was not.” 





Tue J. H. Bragdon Association, 
composed of past and _ present 
members of the staff of the Tex- 
tile Manufacturers’ Journal, pub- 
lished by J. H. Bragdon & Co., 
New York City, held its second 
annual banquet at the Hotel Na- 
varre, New York, February 11, J. 
W. Linnehan, of 'the J. W., Linne- 
han Company, Boston, president of 
the Association, presided. Mr. 
Bragdon, editor of the Textile 
Manufacturers’ Journal, was the 
guest of honor. The others pres- 
ent were W. S. Bullock, Mining 
and Scientific Press; V. E. Car- 
roll, Journal of Commerce and 
Commercial Bulletin;  H. 
Berger, American Stationer; 
C. Long, Spice Mill; H. 
Barnes, C. H. Clark, S. HH. Steele, 
W. W. Ballagh, C. H. West, W. 
H. Titus, E. H. Morgan, and John 
F. Renner, of the Textile Manu- 
facturers’ Journal. Officers were 
re-elected as follows: J. W. 
Linnehan, president; C. H. Clark, 
vice- -president : H. O. Barnes, sec- 
retary and treasurer. 


‘guidance, 
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Post GRADUATE CLAss 64, of the 
National Cash Register Company’s 
sales force, recently held a dinner 
at the N. C. R. Officers’ Club in 
that city, discussing matters per- 
taining to salesmanship and the 
company’s business generally. 





“THE Commercial Value of 
Health” is a pithy medical booklet 
from Delmar D. Richardson, M. 
D., 123 Michigan avenue, Chi- 
cago. Dr. Richardson, who is 
well-known as a general advertis- 
er, uses literature in promoting 
his sanitarium practice. His bro- 
chure starts from the standpoint 
of the money value of health, and 
shows the increased earning power 
of a business man free from the 
handicap of disease. After em- 
phasizing the statement that seven 
business men in every ten suffer 
from pelvic disorders, the reader 
is invited to send for another 
booklet dealing with this subject. 
Certainly the argument is  busi- 
ness-like, and ought to produce re- 
sults. 








Gustav Mayer, publisher of the 
German Daily Gaz sette, Philadel- 
phia, has been associated with that 
paper ever since its birth in 1879. 
His father, the late Carl Theodore 
Mayer, was founder of the paper, 
and at his death, in 1900, Gustav 
was made president of the com- 
pany. For twelve years prior to 
that he had been business manager 
of the Gazette, and the rapid rise 
in popularity of the paper in the 
past sixteen years is sufficient evi- 
dence of his ability as a publish- 
er. Mr. Mayer was born in 
Williamsport, Pa., thirty-six years 
ago. He is aggressive, fearless 
and firm. He has the up-to-date 
ideas of the wide-awake English 


. newspaper publisher, being Ameri- 
. can in his manner, but at the 
O. same time is well versed in the 


likes and dislikes of his German 
readers, with whom he is very 
popular. Under Mr. Mayer’s 
during the past four 
years, the Gazette has made rapid 
strides, until to-day it is regarded 
as one of the leading German 
dailies in the country. —hditor and 
Publisher. 
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PEORIA “NEWS” CHANGES 
HANDS. 


The Daily News, Peoria, IIl., 
had been purchased by F. W. 
Lawrence, lately with Hearst's 
Chicago papers, and brother of A. 
M. Lawrence, publisher of the 
Chicago Examiner. The News 
will be remodeled. 


To advertise the light music in 
the repertory of the Pianola, the 
Aeolian Company, New York, uses 
two-line bold-face readers scat- 
tered through the amusement col- 
umns of New York dailies, 
printing after each theatrical notice 
of a comic opera or musical com- 
edy the information that its music 
can be had for the Pianola. The 
idea is new and capable of adap- 
tation in other cities by local 
music dealers. 


THE South Bend Commercial 
College, South Bend, Ind., has in- 
stituted a course in advertising 
that has practical merits, being 
modeled on the course now being 
conducted for the solicitors of the 
Brooklyn Eagle. Advertising men 
and business men make up the 
class, and instruction is to be 
given in the shape of lectures and 
lessons. from prominent advertis- 
ers. Actual work on advertise- 
ments as they appear in the daily 
papers will be done before the 
class. 


Some daily newspaper copy 
along new lines is being used by 
the Re-Leaf Company, Pittsburg. 
This concern bottles a_ laxative 
water called “Re-Leaf-Splits,” and 
takes page spaces in prominent 
dailies. A recent advertisement in 
the Chicago Tribune contained 
only a general argument for the 
water, but had the names and ad- 
dresses of more than 125 leading 
hotels, cafés, buffets and drug 
stores in that city where the com- 
modity can be purchased. This is 
far better than the customary “At 
all dealers” in introducing a new 
commodity, and results ought to 
justify the large costly spaces 
used. The advertising is the idea 
of F. M. McCloy, secretary of the 
company, and is placed by the J. 
Walter Thompson agency. 





Tue Shaw-Torrey advertising 
agency, Grand Rapids, Mich., pub- 
lishes a 300-page “Guide for Ad- 
vertisers” which lists leading 
daily, weekly and monthly publica- 
tions throughout the country in 
geographical order, estimating cir- 
culations in round figures and 
enumerating column widths, 
lengths, size of reading type, char- 
acter of advertising illustrations, 
classes among whom circulation is 
obtained, etc. The data has been 
compiled with judgment, and is 
supplemented with short articles 
on advertising matters, as well as 
detailed consideration of the 
agency’s own service in different 
fields. 


THE BOSTON PILOT. 


James Jeffrey Roche, recently 
appointed American consul at 
Genoa, Italy, has sold the con- 
trolling interest in the Boston 
Pilot to Patrick M. Donahoe, a 
younger son of the paper's found- 
er, Patrick M. Donahoe. The fate 
of the Pilot was for several weeks 
a matter of speculation in Catholic 
and literary circles. The Boston 
Pilot was established in 1836. It 
was designed to propagate clear 
ideas of Catholic doctrine. It has 
had the direction of some of the 
foremost American editors, in- 
cluding Thomas D’Arcy Magee 





‘and John Boyle O’Reilly. More 


than 30 years ago the Pilot passed 
out of the control of the elder 
Patrick Donahoe, although mem- 
bers of his family have been con- 
nected with the paper in various 
capacities during more than half 
of the time since, and the founder 
himself was associated with it edi- 
torially at the time of his death a 
few years ago. During the time 
that the publication has been out- 
side of the control of the Donahoe 
family it has been directed by 
Archbishop Williams, Boyle 
O'Reilly and James Jeffrey Roche. 
Financial difficulties of the found- 
er, in connections remote from his 
management of the Pilot, caused 
it to pass from his hands. After 
Mr. Donahoe’s death the control 
passed to James Jeffrey Roche, 
who subsequently became its edi- 
tor. 
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Tue auditor of the Association 
of American Advertisers recently 
examined the circulation records 
of the Gazette, Schenectady, N. 
Y., the only newspaper in that city 
submitting to an examination, it 
is said. His findings were a com- 
plete verification of the Gazette’s 
daily average as published regu- 
larly in the Roll of Honor. 





Daccett & RAMSDELL, the New 
York druggists and chemists, have 
entered the general advertising 
field and will use a_ large 
number of magazines and wom- 
en’s publications for the exploi- 


tation of their Perfect Cold 
Cream. They have hitherto 
used street-car cards and other 


means of publicity, but have never 
before undertaken a magazine 
campaign. This advertising is in 
the hands of the George Ethridge 
Company, 33 Union Square, New 
York City. 





THE MANSFIELD, O,, 
“NEWS.” 

The Mansfield, Ohio, News, one 
of the first inland daily newspa- 
pers that employed a special rep- 
resentative in New York and Chi- 
cago, has discontinued this feature, 
both in the East and West. The 
reason given by the News for this 
step is that it finds by careful com- 
parison that special representatives 
have not increased their foreign 
business over what it reasonably 
would have been without them, and 
that while it probably pays the 
large city papers to be specially 
represented, the same rule does not 
hold good with smaller papers, a 
number of which club together and 
employ one representative. 

Special representation, the News 
claims, has, in a measure at least, 
undone that which it has striven 
for years to accomplish, viz.: To 
place the advertising department 
of the News in close touch and in 
thorough harmony with advertis- 
ing agencies and the direct adver- 
tisers, 

The News believes direct com- 
munication with advertisers or ad- 
vertising agencies is much more 
satisfactory to both parties con- 
cerned. 
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THE average weekly circulation 
of each of the 1,400 country week- 
lies in the Atlantic Coast Lists, 
according to a mailing card from 
the New York office, was 606 
copies during 1904. In 1903 the 
average per paper was 679 copies, 
and in 1902, 651 copies, 





DENVER, COLORADO, AD 
. CLUB. 





Sayings and Doings is a neat 
periodical established by the Ad 
Club, of Denver, for the purpose 
of reporting addresses made at 
the organization’s meetings. The 
first issue contains an interesting 
paper on “The Value of Electrical 
Signs in Advertising,” by George 
E. Turner, and another on “Trade- 
marks in Advertising,” by K. L. 
Murray, together with complete 
minutes, by-laws, etc. The Ad 
Club of Denver is a_ successful 
organization dating from Decem- 
ber, 1903, and has a hundred mem- 
bers. Its officers are: Howard 
T. Vaille, Colorado Telephone 
Company, president; John Craig 
Hammond, Denver Gas & Elec- 
tric Company, vice-president; W.- 
G. Sutherland, Sutherland En- 
graving Company, treasurer ; 
F. H. Wallace, John Thonip- 
son Grocery Company, _ sec- 
retary. Executive Board: Judson 
T. Sergeant, Smith-Brooks Print- 
ing Company; G. L. Sullivan, 
Daniels and Fisher Stores Com- 
pany; W. E. Bridgman, American 
Sight-Seeing Car & Coach Com- 
pany. 


“ THEATRE MAGAZINE” TO BE OUT 
ON TIME. 





The publishers of the Theatre Magazine 
have made arrangements by which their March 
edition will be ready for circulation on schedule 
time in spite of the “‘ fire that darkened Broad- 
way.” e printing office in which the maga- 
zine was handled was temporarily put out of 
business by the fire and the plates and printed 
sheets of the March number were lost. The 
publishers, however. went to work at once to 
duplicate the plates and, having secured 
another printer, they say the number will be 
out on time. 





BETTER THAN EVER. 

The “ Little Schoolmaster”’ is rather lively 
at the present time. Its characteristic integrity 
—about the most desirable commodity news- 
— can offer—teaches object lessons 
valuable alike to the average advertiser and the 
“paper man.” PrnTers’ Ink is more ably 
conducted. is broader, more educational. more 
influential than ever.—Dry Goods, New York, 











46 


CHANGE OF NAME. 


The Snitzler & Bolte Adv. Co. 
will change its corporate name on 
eg - to Snitzler Advertising 
Co., Bolte having retired in 
yond ‘ost. The financial strength 
of the concern remains as hereto- 
fore, and publishers are assured 
that all discounts will be taken and 
bills promptly paid. 





“THE best soliciting plan main- 
tained by any New York daily pa- 
per is that of the Evening Post,’ 
said a high-class New York ad- 
vertiser the other day. “The 
Evening Post sends a solicitor up 
here not oftener than once a 
month, but when you send that 
paper an advertisement to set up 
it is executed so well, and with 
such typographical taste, that you 
feel that whenever you want an 
ad set up properly the composing 
room of the Evening | Post is the 
only place to send it.” 


A GOOD ANSWER. 


The publisher of the Daily Bul- 
letin, Bloomington, Ill, recently 
received from an automobile man- 
ufacturer a request that he send 
him the names of fifteen or twenty 
persons in that city who have 
money enough to buy an automo- 
bile. For this service the publish- 
er was promised the use of a 
steam touring car any time he 
happened to visit Chicago. The 
publisher replied: “It is not easy 
to point out whether this person 
of means or that would be a pros- 
pect. Since this is impossible by 
direct methods, a science has long 
since been developed, the employ- 
ing of which brings your business 
to the notice of that not intract- 
able element called the public. 
‘There is nothing in appearances to 
indicate who those persons are. 
The secret is shut within them- 
selves. There is but one key to 
unlock it. We happen to be in a 
business that is a much praised 
repository for such a key. It is 
always in use and all of the varied 
wealth getters who use it cheer- 
fully pay for the privilege. You 
are not denied this advantage and 
the enclosed rate card will give 
you full information.” 


PRINTERS’ INK 


THE 1905 issue of “Practical 
Advertising,” the year-book of 
Mather & Crowther, Ltd, Lon- 
don, is in keeping with ‘former 
issues. This agency has made its 
year-book a standard reference 
work, not only in Great Britain, 
but in many of the colonies. Be- 
sides complete lists of all publica- 
tions in the British Isles, with date 
of establishment, political faith, 
closing date, price, circulation and 
advertising rates, it gives lists of 


» papers in Africa, Australia, Can- 


ada, India, the East, West Indies 
and the Mediterranean. A com- 
plete list of billposters in Great 
Britain is also given, and there 
are many beautiful colored reduc- 
tions of posters turned out by this 
agency. 





A SWELL AFFAIR. 


John Adams Thay Thayer celebrated 
his birthday at the St. Regis Feb- 
ruary 20, having been born two 
days before George Washington. 
According to the Sun it was a 
feast fit to celebrate a six months’ 
hunt of the Money Devil. About 
Mr. Thayer sat nearly forty con- 
gratulants, most of them men with 
whom he has been associated in 
the past. They had been invited 
by cards, which were engraved in 
fac-simile of Mr. Thayer’s own 
handwriting. As a cheerful jest, 
they had also been furnished with 
cards entitling them to admission 
to the front entrance of the St. 
Regis. The dinner was served on 
the modest collection of plate 
which the hotel classifies as its 
“special banquet gold service.” 
The menus were bound in brown 
leather and included a letter from 
Mr. Lawson to Mr. Thayer, which 
was carefully copyrighted by Mr. 
Thayer. Telephones had _ been 
provided at the place of each 
guest, and at 10 o’clock the inev- 
itable Thomas Lawson, who was 
in Boston, was put in connection 
with all of them at once. He 
talked for twenty minutes. Some 
of his auditors said afterward that 
it wouldn’t do at all for them to 
tell what he said. The dinner was 
so elaborate and so plentiful that 
the speeches were only half over 
at midnight. : 
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Tue Testile Manufacturers’ 
Journal, New York, recently ob- 
served its tenth birthday with a 
special issue of 200 pages, con- 
taining a complete review of the 
textile world. 


THE OLD AND THE NEW. 


Among the special agents none 
has been so long established as 
Mr. Leander H. Crall; and from 
the day he came to New York, 
until to-day, Mr. Crall has never 
represented a paper that was 
square and above board about 
allowing its circulation to be 
known to advertisers; and he does 
net represent any such paper to- 
day. 

Among the youngest of the New 
York special agents, the firm of 
Smith and Thompson stand con- 
spicuous for success; and they 
make it a boast that they do not, 
and will not, represent a paper that 
will not or does not make a prac- 
tice of being square and above 
board with advertisers, by allow- 
ing the actual extent of its circula- 
tion to be made known in a way 
that is open, definite, convincing 
and satisfactory. 








GOOD ADVICE. 


General Taylor, publisher of 
the Boston Globe, has been singu- 
larly successful in teaching the 
principles of publishing and edit- 
ing to various young men, among 
his post graduates being his own 
sons, who now largely direct the 
Globe’s affairs. Somewhere up in 
New Hampshire the General has 
a pupil whom he is starting at the 
very beginning of publishing, as 
the editor and proprietor of a 
country weekly. The article about 
the Red Bank, N. J., Register in 
Printers’ INK of January 25 im- 
pressed General Taylor so favor- 
ably as a clean-cut account of the 
principles underlying a successful 
country weekly that he cut it out 
and sent it to his pupil, with a 
suggestion that he take a week 
off,. visit Red Bank, become ac- 
quainted with Mr. Cook, publisher 
of the Register, and stay in his 
office until he thought he knew 
why the Register is so fine a prop- 
erty in its class. 
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PIANO ADVERTISING. 


The Kranich & Bach piano is 
now to be advertised in a compre- 
hensive list of magazines. The ad- 
vertising of Kranich & Bach, 
which is handled by the George 
Ethridge Company, 33 Union 
Square, New York City, has been 
a strong, familiar feature in the 
New York newspapers for several 
years, but their instruments have 
never before been placed before 
the general public through me- 
diums of national circulation. This 
old, conservative and_ successful 
hose will be a welcome addition 
to the roster of general advertis- 
ers, 











THE PHILADELPHIA 
“ITEM.” 
A fine booklet from the Phila- 
delphia Evening Jtem contains 


views of that paper’s mechanical 
plant, letters from its advertisers 
and a great deal of statistical in- 
formation showing the importance 
of Philadelphia to the advertiser. 
Harrington Fitzgerald, publisher 
of the Item, is characteristically 
optimistic about the business situ- 
ation. “The outlook for 1905 fs 
splendid,” he says. “On every side 
we see progressive evidence of 
greater and _ far-reaching trade 
conditions, while the stock market 
has reached a normal and healthy 
state, with a decided upward ten- 
dency in all legitimate holdings. 
The banks are overflowing with 
money, ready to be loaned on 
fair terms for business purposes. 
The crops are good at home, and 
Europe needs them, which means 
that the golden channel will con- 
tinue to flow toward America, in- 
creasing our greatness and power. 
We have the respect and confi- 
dence of the whole world. Al- 
though a giant nation, we are 
broad-gauged—there never was 
anything mean or narrow about 
the people of the United States, 
and there never will be. This is 
because we are made up of the 
brains, courage and industry of all 
nations, inter-married, happy, con- 
tented and--prosperous. Under 
such. favorable conditions, how 
could there be anything but a 
bright outlook for 1905?” 








THe Star Monthly Solicitor, a 
little magazine for advertisers, is 
published in the interest of the 
Star Monthly, Oak Park, Ill. Of 
a size to go into the vest pocket, 
it is filled with bright advertising 
suggestions, and consistently ex- 
ploits the advantages of the month- 
ly publication as a business-getter. 





THE Vacuo-Static Carbon Co., 
Rochester, N. Y., makers of type- 
writer ribbons and carbon paper, 
has started a small business per- 
iodical devoted to its products, and 
offers $25 for a suitable name 
therefor; to be submitted before 
March 1. 








Tue Philadelphia Demokrat’s 
almanac for 1905 is a book of more 
than 100 pages, handsomely print- 
ed, containing much information 
about the city and many fine il- 
lustrations from German sources, 
accompanying stories, poetry, 
jokes, etc. Only a moderate quan- 
tity of local advertising is carried, 
and the book is clearly made for 
service, not for “scheme” pur- 
poses. 


Mark Twain has always been 
more or less susceptible to adver- 
tising, in addition to his well- 
known ability as a writer of adver- 
tising testimonials. The other day 
he walked into the Aeolian Com- 
pany’s salesrooms on Fifth avenue, 
New York, with a Pianola adver- 
tisement in his hand. Coming 
across the Atlantic recently, he 
said, a Pianola on board the liner 
had driven him nearly frantic, and 
with several friends he had made a 
pact that whatever they bought or 
boomed, it would never. be a Pi- 
anola. But the instrument’s vir- 
tues presented to him in the form 
of a magazine advertisement, 
showing its capacities in the ren- 
dition of classic music, put it in 
a wholly new light. He forgot the 
pact and hurried uptown with the 
ad to hear the Pianola played as it 
should be played. The salesman 
also played the Orchestrelle for the 
novelist, with the result that be- 
fore he left Aeolian Hall he 
bought, not a $250 Pianola, but an 
Orchestrelle at $3,500. 
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Some advertisers bend every ef- 
fort to attract attention. Others 
consider it most important to hold 
the reader after attention has been 
secured. Wisest of all, perhaps, 
are those who have first in mind 
the impression that will remain 
with the reader after the ad has 
been laid aside. 





A FinE booklet from the Even- 
ing Wisconsin, Milwaukee, con- 
tains the story of that paper’s job 
printing department, which is 
among the best advertising presses 
in the country. The Wisconsin’s 
job department dates from 1855, 
when Milwaukee had only 500 in- 
habitants. Beer. made Milwaukee 
famous, but not without printing. 
The Wisconsin did a good deal of 
the printing. Only about four of 
the leading metropolitan newspa- 
pers in this country now have job 
printing departments, according to 
this booklet. The Wisconsin is 
one of these, and has a plant that 
ranks with the largest in the 
United States. 





TuHat shrewd journal of adver- 
tising science, PRINTERS’ INK, af- 
firms that “a class journal often 
has a greater number of readers of 
the sort the advertiser wishes to 
ap2eal to than the daily paper with 
a hundred times its circulation.” 
Book publishers and book journals 
alike address a book public. The 
people who read book journals. 
are the ones who buy books. Daily 
papers and miscellaneous jourfials 
have miscellaneous readers, some 
of whom are bookish people. All 
the readers of a book journal are 
bookish people. The Dial is pre- 
eminently a book journal, publish- 
ed solely in the interests of the 
book class—the literary and culti- 
vated class. A quarter-century’s: 
continuous publication under the: 
same management speaks for the 
Dial’s stability and success. It has 
long held place at the head of 
American critical journals,—‘“the 
most unbiased, good-humored, and 
sensible organ of American criti- 
cism,” as Professor Barrett Wen- 
dell of Harvard University says of 
it in his “Literary History of 


America.”—Advertisement of the: 


Dial, Chicago. 
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Tue Brooklyn Eagle now issues 
a daily picture section, printed on 
fine coated paper, with pictures of 
persons and places reflected in the 
day’s news. The half-tone work is 
excellent, and the feature has been 
extensively advertised in Manhat- 
tan dailies, 


THE INDIANAPOLIS “STAR.” 


That the Indianapolis Star is 
prospering under its new manage- 
men was shown recently in an 
array of letters and opinions from 
prominent persons in that city, 
commending the editorials, the 
cleanliness and vigorous tone of 
the paper, its fairness and its com- 
plete news service. While the 
Star now has a colored supple- 
ment and other features that make 
for popular circulation, the gen- 
eral tendency is to make it a 
solid paper of real literary finish. 
This gives it, naturally, a fine fol- 
lowing for advertisers of the solid 
things of life—books, real estate, 
financial propositions of the best 
class, etc. 





Star.” 
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THE company making “Plas- 
man,” a special food derived from 
milk and widely advertised during 
the past two years, has been forced 
into bankruptcy by creditors’ peti- 
tion. Failure was due to lack of 
harmony among its officers. The 
offices were at 116 Broad street, 
New York, and the concern had 
a large plant in Westchester 
County. More than $150,000 was 
spent in advertising, it is said, 


Tue Star, St. John, N. B., has 
adopted the little aluminum 
pocket-piece recently described in 
PRINTERS’ INK, which originated 
with the Toronto Star. Designed 
to promote classified business, it 
hears on one side the sentence, 
“Finders keepers—keep this until 
you lose something, then bring it 
to the office of the Star—it will 
pay for a three-line advertisement 
in the ‘Lost and Found’ column.” 
On the other side is, “You lose 
something every day unless you 
read and advertise in the St. John 























FOR A 


A prominent distiller, 


care of Charles J. Zingg, 











$50 CASH PRIZE 





rye whisky, offers $50.00 to any one suggesting 


the best name for this brand. Address DISTILLER, 


‘*PRINTERS’ INK,” 


NAME. 


about to market a new 


Editor, 


10 Spruce Street, 


New York. 
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Tue Agriculturist, Racine, Wis., 
makes an effective miniature cir- 
culation folder by reproducing that 
part of the Koll of Honor con- 
taining its circulation rating and 
printing it in connection with an 
editorial from PRINTERS’ INK, ex- 
plaining the select character of the 
papers listed therein, 





“BARRING horse trades, stock 
deals and newspaper circulation, 
the average man’s word is as good 
as his oath,” says a folder from the 
Philadelphia Press. This daily an- 
nounces that its average circula- 
tion for the year ending with No- 
vember 30 was 113,589, all unsold 
and returned copies being deducted. 





A NEw special agency in the 
New York field is the Cashman- 
Montgomery Company, 132 Nas- 
sau street, composed of Hugh W. 
Montgomery, lately with the Phil- 
adelphia Record, and Joseph Cash- 
man, who was the Record’s for- 
eign representative for two years. 
Offices have also been opened in 
Chicago, and the agency begins 
business as Western representative 
of the New York World. 





A MODEL brochure for municipal 
advertising purposes is sent out by 
the Citizens’ Alliance of Joliet, Ill. 
Designed to attract manufacturers, 
this organization make prominent 
the fact that it exists to maintain 
industrial peace in its city. Views 
of Joliet are shown, and brief 
chapters devoted to its railroads, 
street car service, fuel, building 
material, light, water power, banks, 
churches, charities, schools, parks, 
present industries and good points 
generally. Under the heading of 
“Labor” is estimated the number 
of mechanics of every sort in the 
city. A large map shows the city’s 
relation to Chicago and trunk rail- 
roads. The volume was prepared 
by the Long-Critchfield Corpora- 
tion, Chicago. A less pretentious 
book in details of printing and il- 
lustration is a pamphlet issued by 
the Advertising Committee of Ox- 
ford, Pa. But it, too, gives com- 
plete information about the town, 
and is commendable on the score 
of hard advertising value. 


CHICAGO SPACE CLUB. 


The Space Club, of Chicago, 
has issued a pocket brochure en- 
titled “An Evening with the Space 
Club,” containing a list of mem- 
bers and guests at the recent an- 
nual dinner, with a resumé of a 
talk by John McCutcheon, the 
Chicago Tribune's cartoonist, as 
well as an outline of the club’s 
purpose and pfesent status. The 
Space Club’s membership is com- 
posed of trade journal advertising 
men and publishers, for the most 
part, and they represent advertis- 
ing that annually aggregates more 
than $5,000,000, It has done much 
to eliminate the commission that 
representatives of trade papers 
were formerly obliged to pay to 
advertising managers, and has dig- 
nified the work of soliciting. The 
present officers of the club are: 
Lucius B. Sherman, Railroad Ga- 
zette, president; Lewis S. Louer, 
Engineering Record, vice-presi- 
dent; Lester A. Greene, Mining 
and Scientific Press, secretary; 
John N. Reynolds, Railway Age, 
treasurer. Its membership is as 
follows: 

Resident Members: H. B. Abbott, Street 
Railway Journal; Frank M. Bailey, Sound 
Waves; E. M. Baumgartner, Construction 
News; W. D. Callender, Engineering and 
Mining Journal; Chas. Dinsmore, Official 
Railway Equipment Register ; W. A. Douglas, 
Iron Age; Delmer J. Ejichoff, American 
Lumberman Lester A. Greene, Mining and 
Scientific Press ; Geo. H. Griffiths, Iron Frade 
Review; J. W. Holman, Mining World; 
Arthur E. Hooven, Railroad Gazette; S. W. 
Hume, Power; C. P. Lampman, American 
Electrician ; F. B. Lawson, Locomotive Engi- 
neering ; Lewis S. Louer, Engineering Record: 
T. - McGill, Lumber Review; Wm. E, 
Magraw, Official Railway List; H. H. Marsh 
Engineering News ; E. S. Marshall, Electrical 
Review ; C. R. Mills, Raflway Age ; Harry S. 
Newman, Modern Machinery; Wm. Padget, 
Street Railway Review; S. S. Reckefus, 
Plumbers’ Trade Journal; J. N. Reynolds. 
Railway Age; H. H. Roberts, Iron Age; M, 
C. Robbins, Tomo News; L. B. Sher- 
man, Railroad Gazette; W. H. Taylor, Engi- 
neer Publishing Co., and Wm. Van Kleck, 
Modern Machinery. Associate Members: 
Charles H. Fry, Railroad Gazette; A. B. Gil- 
bert, Railway Age; F. W. Lane, Railway 
Age; L. H. ole, Railway Age, and R. R, 
Shuman, Iron Age. Non-Resident Members: 
R. A. Bagnall, Official Railway List, N. Y.; 
J. S. Bonsall, American Engineering an 
Railway Journal, N. Y.; F. J. Frank, Mines 
and Minerals, Scranton, Pa.; W. H. McDon- 
ough, American Telephone Journal, N. Y.; 
J. R. Patterson, Locomotive Engineering, N. 
Y.; G, S. Scott, Mining World, rr Y.; E' R. 
Shaw, Engineer Publishing Co,, Buffalo, N. 
Y.; Angus Sinclair, Locomotive Engineering, 
N. Y.; Daniel L. Tullis, American Exporter, 

. Honorary Member: J. H. McGraw, 





- McGraw Publishing Co., N. ¥. 
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« «PRINTERS? INK «* 
SUBSCRIPTION RATES 


For Subscribers, Newsdealers, Stationers, 
Canvassers, Advertising Agents and others. 








$2.00 regular price. 
$2.00 less 40 percent. to newsdealers and stationers. 


$5.00 for four yearly subscriptions sent (by anybody) at 
onetime (club rate), or one subscription for four years, 


$5.00 must be sent by every person who wishes to qualify 
as a canvasser,and four coupons will be sent to him. 


A qualified canvasser sending a repeat order within three months of the 
date of his last order may have five coupons for $5. 


Anybody sending in $20 at one time may have twenty coupons, and 
may do what he likes with them. 


Any number of coupons greater than twenty may be had for $1 apiece. 








MOTE—SAMPLE COUPON HERE SHOWN. 





TO BEARER FOR 
TWO DOLLARS, payaBLe 
BY A SUBSCRIPTION TO 


(PRINTERS INK 


A JOURNAL FOR ADVERTISERS 


TO BE SENT FOR ONE YEAR 
TO THE NAME AND ADDRESS 
WRITTEN ON THE BACK 
OF THIS COUPON 














For further information, address 


CHAS. J. ZINGG, - - Business Manager 


Printers’ Ink Publishing Company, 
10 SPRUCE STREET (up stairs), NEW YORK. 
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NOTES. 


An excellent series of mailing cards 
from the Maverick-Clarke Co., San An- 
tonio, Texas, contains one-minute talks 
for business men on card systems, filing 
cabinets, and office time-savers general.y. 


An exceptionally handsome booklet, 
with borders in harmonious color com- 
binations outlines contents of forthcom- 
ing numbers of Good Housekeeping, 
Springfield, Mass. 

A NEw series of newspaper electro- 
types for retailers, together with window 
suggestions and other advertising hints, 
is issued for the Sargent Gem Food 
Choppers, made by Sargent & Co., New 
York City. z 

A MAILING card sent to yachtsmen by 
the Edson Mfg. Co., Boston, contains 
interesting information, for the German 
Emperor has installed this company’s 
Meteor gears on two of his yachts. The 
display is not tasteful, however—too 
black. 





THE boys’ department of the Minne- 
apolis Y. M. is shown up in an 
unusual and attractive manner by a 
series of views of summer and winter 
sports, classes, baths, etc. One page of 
reading matter alone is introduced, and 
that merely gives rates. 


A MAGNIFICENTLY printed booklet con- 
taining a monograph on “Decorative In- 
teriors’ has been sent to persons in the 
United States by Warin Gillow, Ltd., 
London. It describes the furniture and 
fittings in the company’s St. Louis ex- 
hibits, which are being sold in this coun- 
try. eee oe 

A MAILING card with a reply slip that 
needs only a one-cent stamp is sent out 
by the Philadelphia Electric Co., Phila- 
delphia, to interest owners of power 
plants. The illustration, showing horses, 
tends somewhat to obscure the real mis- 
sion of the novelty, as the chief appeal 
seems to be to horse owners. 


THE annual catalogue of the excellent 
Peirce Business School, Philadelphia, is 
a volume of 144 pages, conspicuous for 
dignified style and good arrangement. 
A list of students for 1903-4 is given, 
comprising nearly 2,000 names, together 
with an address by Secretary Shaw. 
The Peirce school is now in its fortieth 
year. 











Advertisements. 


Al advertisements in “ Printers’ Ink” cost 
twenty cents a line for each insertion , $10.40 a 
line per year. Five per cent discount may be 
deducted if paid for in advance of 3 ubli- 
cation and ten per cent on yearly contract 

ia wholly in advance of first publication. 

Display typeand cuts may be used without 

extra charge, but if a specified position is 

for an advertisement, and granted, 
price will be demanded. 





WANTS. 
DVERTISING writer, graduate of ad school, 
is open for position. \V ILSON, Printers’ Ink 
WANT unbound back copies of PRINTERS’ INK. 
Any year. R. F. MARKHAM, St. Jobn, N.B., 
Canada. 

wa TO BUY—Angle Bar Duplex press 
for cash. NEWS-PALLADIUM CO., Ben- 

ton Harbor, Mich. 





ANTED—Mail-order men to own their own 
magazine. Address PENNY MONTHLY 
CO., Youngstown, Ohio. 
ANTS cease to be wants after one insertion 
in the EVENING SENTINEL, Winston-Salem, 
N.C. One cent word cash. 
7 ANTED—Manufacturers’ agents to handle 
our line of advertizing novelties. St. 
LOUIS BUTTON CO., St. Louis, Mo. 
RE you in a rut! You can earn $25 to $100 
per week if you learn to write ads. PAGE- 
DAVIS CO., Dept. 23, 90 Wavash Ave., Chicago. 
N Ol} KE than 247,000 copies of the morning edi- 
4 tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


AGE-DAVIS GRADUATE offers honest work 
and ability in building Advertisements, 
BeRT MOREHOODSE, Box 998, Providence, R. I. 


NAVY VIEWS. No other fanc 
U. 6, NAVY ctriEing and effective. ed 
sonable prices. WALDUN FAWCETT, Wasb- 
ton, D.C. 
WASsTED—A live advertising man to look 
after our interests in Pennsylvania—one 





who appreciates reliable and up-to-date methods, 
Address *F. 8.,”’ Printers’ Ink, 


ANTED—Second-hand 15 or 30-drawer cut 

cabinet, Hamilton preferred. Must be in 

‘ood condition. State lowest price. WARREN 
EBSTER & CO., Camden, N. J. 


POSITIONS open for competent qpveenger 
workers in all joes. Write for 

booklet. FERNALD’S NEWSPAPER MEN’S EX- 

CHANGE, 368 Main St., Springfield, Mass. 


W 4RTED_Two linotype machines; must be 
in good condition. Address, giving fact- 
ory number of each machine and lowest cash 
price, W. E. DARGIE, Oakland, California. 


ONCERNING TYPE—A Cyclopedia of Fvery- 
any Information for the Non-Printer Adver- 
tising Man; get “‘typewise”; 641 -p., 0c. postpaid; 
ag’ts wanted. A.8. CARNELL, 150 Nassau St., N.Y. 
VERY ADVERTISER and mail-order dealer 
should read THE WESTERN MONTHLY, an ad- 
vertiser’s magazine. Largest circulation of any 
advertising ee in America. moe copy 
free. THK WESTERN MONTHLY, 815 Grand 
Ave., Kansas City, Mo. 


DVERTISING men can find new ideas for 

typography and display in every issue of 

THE PRINTING ART. Sample copy of this 50 cent 

magazine sent on receipt of 25 cents in stamps. if 

Printers’ Ink is mentioned. THE UN1VER-ITY 
P.tESS, Cambridge, Mass. 


V ANTED—The advertiser whose line lies with 
| printers and publishers principally, and 
business houses generally, can handie more 
bnsiness and is open to propositions of any kind. 
Would act as agent or representative in Phila. 
and vicinity. What have youtooffer? Address 
“BUSINESS GETTER,” Lasher Building, 10th 
(below Race) Sts., Phisa., Pa. 


W 4AntED-4 sition by a young man who 
has the right qualities to make a first- 
class advertiser; a person who has made adver- 
tising and salesmanship a study; a clean-cut, 
healthy person of sound judgment; a person 
who can advance the interests of any employer 
by his manly, straightforward, honest ability. 
Address R. D. CASSMORE, Alma, Mich. 


| ie ae prepossessing, resourceful, well- 

educated man of 27 wants advertising }osi- 
tion where brains and hustle can reap their 
reward. Several years’ experience in advertising 
propositions—this country and abroad. Credit- 
able open record. Now ——— as adverti-ing 
writer and correspondent. pecial 





terse captions, strong let ers, illustrations, etc. 
“AMBITIOUS,” Box 672, N. Y. 


Y YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the classified col- 
umns of PRINTERS’ INK, the business journal for 
aave:tisers, published weekly at 10 Spruce 8t., 
New York. Such advertisements will be inserted 
at 20 cents per line, six words to the line. PRINT- 
Kits’ INK is the best school for advertisers, and it 
reaches every week more employing advertisers 
than any other publication in the United States, 
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PPORTUNITIES FOR ADVANCEMENT— 
Withoutdanger to Lome resent connections 
we assure you of consideration for every posi- 
tion you are competent to fill, no matter w. nad 
ocal Our booklets tell how we can bri 
your ability to the attention of hundreds of 2 
loyers wee need high § grade men for Executive, 
Bierical n pos sitions pay- 
ing only $1,000 to . 7. 
hes HAPGOODS tine) BRAIN BROKERS, 
Suite 512, 309 Broadway, New, York. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 

ify for ready positions at $2 a week and over, to 
write for free copy a C2. new prospectus and 





$5,000, and _ any number earn $1,500. The best 
Sisthing adwriter in New York owes his suc- 
cess within a few months to my teachings. De- 
cand exceeds supp i; 
GEORGE H. POWELL, Advertising and Buri- 
ss Expert, 1467 Temple Court, New York. 


WANTED—A HUSTLER. ; 


In 1903 the proprietors of a successful daily 
and iS wae ‘cr ye a _— at mag city of 
= 
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DECORATED TIN BOXES. 


T35 appearance of a package ofttimes sells it. 
You cannot imagine how beautifully tin 
boxes can be decorated and how cheap they are, 
until you get our samples and quotations. [ast 
year we made, eaong = any other things, over 
ten million Cascaret boxes and five million vas- 
eline boxes and caps. Send for the tin desk re- 
minder called “ td. It Pl mS. is free; so are 


any complica 208 
K. ICAN $ MOPPER © COMPANY, 
1i Verona Street, 


Brooklyn, New Yor 
ent he largest maker of Tiv Boxes outside z the 


FOR SALE. 
OR SALE—One Hoe-Bullock 8-page perfectin; 
F press; size 23 6, 7 or 3 colemens; spee 


12,000 per hour. iso’ eight Soren trucks and 
chases and us complete stereotyping outfit. All in 
fae Bargain npr ice and liberal terms. 
AE THIBUNE PUBLISHING CO., Terre Haute, 





pes aah —Independent daily paper in city 
, east ceutral Michigan. with Cox 
Boats Press and arin cosmaee 000, $10,000 





15,000 started a monthl. 

devoted to farming an t has 
paid us a profit every mont — et is the 
official paper of the largest beet sugar facto: 


iy. & 
handle, with our daily newspap Yet the farm 
paper is a rich opportunity in ‘self. We'll de’ 
onstrate «ts ability to earn more t! 3 
month fora Goop man. Then we'll sell, lease or 


you are an advertising man with character, 
much hustle and some money, with a nose fora 
paying ~~ a A ad for iculars, tellin ng 
us about yourself. CORPORATED, 
care Printers’ ~ hy 
Ao 
PERIODICAL PUBLICITY. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(@@). 253 Broadway, New York. 


CARBON PA. PAPER. 


IN ONE MINUTE. JUTE AND A HALF 


ju can read our | reatise on carbon pa 
oa learn more about the on — you ever 


knew peters. It we wear ee send 
it free. GALLA, J 100 Gold Street, 
New 
a 
SPECIALIZED PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500 (O©). 253 Broadway, New York. 
>> 





CARD INDEX SUPPLIES. 


asks all we make. Our Fogel boon right. 
Sample sets and prices u 
STANDARD IND. 3 CARD CO PANY. 
ittenhouse Bldg., Phila. 





POSTAL CAI CARDS. 
P= and samples of of post cards Write 
STANDARD, 61 Ann Street, N. Y. 
ooo 
DESIGNERS AND ILLUSTRATORS. 
aamnG, illustrating, engrossing, illumi- 


nati ving, lithographing, art <7 
ing. TH KINSLEY STUDIO. Bway, N. Y. 
te 
PREMIUMS, 


ELIABLE goods are trade builders. Py 2k 

\ sands of 

publishers and others from ‘the foremost poo hand 

and wholesale deaiers in jewelry and kindred 
lines, 500-page list price illustrated catalo; 

re annually, issue now ready; free. 

. MYERS CO.. ‘ow. 48-50 52 Maiden Laue, 

— -+o+ 


PRINTING. 


mee at reasonable prices. MERIT 
RESS, Bethlehem, Pa. 


* CAN PLEASE YOU. s_ wichen Vago? rint- 
for the advert OM- 
SON PRINT: Philadel; ‘pha, P Pa. 











rty in [ise lb part of 
the State, Cireulation 3,750. Proposition No. 27. 
B. J. KINGSTON, Newspaper Broker, Jackson, 


ro SALE -Complete outfit for country news- 
paper and jobbing plant. One large Howe 
press and two smaller Chandler & Price presses, 
with motive power Lee gene oy Paper cutter 
and other las . - arenes ei 
newspaper worl verything in 
condition. will be sold at an attractive =. 
rticularly if entire outfit is taken. Address 

ub THOMAS, Receiver, Lock Box 376, Glen- 
v 


le, O. 





PAPER, 


B BASSETT & SUTPHIN, 
45 Beekman St.. New York Cay. 
oated papers a specialty. on Perfect 
wh hite for high-grade catalogu 


gies rani 
CEDAR CHESTS. 


OTH-PROOF Cedar Chests—Made of fragrant 
— — a SES eaten proof 
against d for booklet. 
MEDMONT: FURNITG ee u.. “Statesville, N.C. 


SUPPLIES. 


SE “Reliance” absorbent paper on your 
mimeograph. INK dries quick as a wink; 
never smuts. Get samples and prices from F'!NK & 
SON, Printers, 5th, near Chestnut, Philadelphia. 


W D. WILSON PRINTING INK CO., Limited 
e of I7 Spruce St., New York. sell more mag- 
azine cut inks than any other ink bouse in the 
t 


rade. 
Special prices to cash buyers. 


Pa. ap Foeuaenem, 

ters — everyhod that pas' 
is learning the advantages Yof usin, ; Bernard's 
Cold Water Paste. Sample package by mail to 
an. rested person. PRENARD'S AGENCY, 
Tribune Bu Building, Chicago. 


OXINE—A non-explosive, non-burning sub- 
stitute for lye and gasoline. Doxine re- 
tempers and improves the suction rollers. It 
will not rust metal or burt the hands. Kecom- 
mended by the best printers for cleaning and 
protection of half-tones. For sale vy the trade 
and manufactured by the DOXO MAN’F'G CO.,, 
Clinton, Ia. 


——- +o, 
MULTI. PRESS FC FOR SALE. 


OR ae at a sacrifiee, a Cambpell Multi- 
pable of printing, pasting, cutting 
and fold 8.000 complete —_ pee our of & 
4, 6, or 8-page paper. Practically as good as 
new. Sust the press for a large, iy A weekly, or 
ony Bepate! with a circulation up to Prints 
m a roll. Now in use and may be seen run- 
ing. Possession given on or about May Ist. 

W ill sell at the sacrifice price of $1,500. Also 
For Sale, cheap—mnst sold at once—a Cot- 


trell & Babcock Drum Cylinder Air Spring Press. 
= Sorter coo aie. bengl print a ful) sheet 

x: rice $300. in for a newspaper or 
0! _— Address finnkc Ehaca, 


CA JOURNAL, I 
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FINANCIAL. 


ONEY WANTED—Send 1 10 cents in stamps for 
4 illuminated sony 0 f Monroe Doctrine, 12x16 
in., five colors and id on Japanese parchment 
out our famous series of an vate | 
Dutch Blotters at $7 a thousand rage 
# ri extra); sample set of six, 10c.; 
ther eads, 2 oes fh. — first-class ioe 
paper, $12.50. Samples 
CENTRAL PRINT NG Co., 
14 West Pear! Street, Indianapolis, Ind. 
——~-. 


HOUSE.-TO-11O0USE DISTRIBUTION. 


[pStRIBCTION of advertising matter from 
ouse to house is our sole business. Estab- 
lished 1901. W ogy | mde rates, ee and also 
any information desi: Add 
A LDEN PSSTHIBUTING G@ AGENCY, 
Box 1412, Salt Lake City, Utah 


DVERTISERS selling through the enne and 
¥_. -order firms can secure prompt and 
ang Le mg through my National Dis- 
—— rvice, which rantees an honest, 
judicious, house-to-house distribution of adver- 

tising matter anywhere in the United States. 
istributers are bonded and make this 
work their exclusive business. No boys. Write 

for particulars. 
WILL A. MOLTON, 
National Advertising Distributer, 
Main Office, 442 St. Clair St., 
Cleveland, O. 


—__ o> 
ADDRESSES FOR SALE. 


IST of voters, about 4,000 names, Barnes 
Md c-— Dakota. Farmers are listed 
Office address given. —_ pre- 

paid fc for ei 50.5 ED. ‘CONNOK, Valley City, N. D. 


25 000 NEW names and addresses of the 
leading merchants and profes- 
sional men and women, doing business now, in 
a bh mmy~ | and egy exico. ry to 
dress for $1.50 MERCHANTS 
PI INTENT. Box 51, Co) nas ; Colo. 


———_ +o 
PUBLISHING a ee OPPORTUNI- 





[* a good field 
Get a good foundation. 
Make a first-class paper, 
And push. 
That's the formula 
For making a fortune 
In Periodical Publications. 
We have the foundations 
And first-class facilities 
For judging of the fields— 
From $2,000 to $2,000,000. 
EMERSON P. HARRIS, 
Broker in 
Publishing Property, 
253 Broadway, 
New York. 








ELECTROTYPERS. 


W E make the electrotypes for PRINTERS’ INK. 
We do the electrotyping for some of the 
largest ole tisers in the country. rite us for 
rices. WEBSTER, CRAWFORD & CALDER, 45 
ose St., New York. 


—\_+o>—___——_ 
MAIL-ORVER NOVELTIES. 


W RITE to-day for free ‘ yr free “Book of Specialties,” 
an illustrated catalogue of latest imported 
and domestic novelties, watches, plated jewelry, 


cutlery and optical goods—wholesale only. 
SINGER BROS,, 82 Bowery, N. Y. 
es 
HALF-TONES. 
Now se PER HALF-T« — 
; 3x4, $1; 4x5. $1.60. 


Delivered when cash accompanies tbe order. 
Send for samples 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn 


ALF-TONE or line reproductions, 10 square 
inches or smaller, delivered prepaid, 75c.; 
6 or more, 50c. each. Cash with order. Ali news 
aper screens. Service day and night. Wri 
or circulars. References furnished. Newspa- 
per process-engraver. }P. 0. Box 815, Philadel- 
phia, Pa. 


+> —__—_—— 
IMITATION TYPEWRIITEN LETTERS. 


Patation Typewritten Letters of the highest 

rade. We furnish ribbon, matching ink, 
free. Samples for stamp. SMITH PTG. CO., 812 
Broadway, Toledo, Ohio. 





———_—- + —__——_ 
MAILING MACHINES. 
[He DICK MATCHLESS MAILEk, yee and 


quickest. Price $12. F.J NTINE, 
Mfr., 178 Vermont St., Buffalo, N. Y. 
ee oe 


CLASS PUBLICATIONS. 


ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,500(©@). 253 Broadway, New York. 


MAIL ORDER. 


N AIL-ORDER ADVERTISERS—Try bouse to 
a bouse advertising; it wi:l pay you big. Our 
men will deliver your circusrs and cata ogues 
direct to the maii-order buyer. You can reach 

eople who never see a paper of any description 
rom one year’s end to another. When once 
reached the rest is easy. We have reliable agents 
well locaied throughout the United States and 
« se ey ae _— ina position to place advertisin 
ma’ the hands of any desired class. OU 
pisTi HIBUTORS DIRKCT iRY will be sent free 
of charge to advertisers who desire to make con- 
tracts ie witb the distributor. We guaran- 
tee good rvice. Correspondence solicited. 
NATIONAL ADVERTISING Co., 700° Vakland 
Bank building, Chicago, 


te 
ADVERTISING NOVELTIES. 


GENTS wanted to sell ad novelties; 25 com 
3 samples, 10c J.C. KENY ON, Owego,N. Y 


RITE forsample and price new combination 

Kitchen Hook and sill File. Keeps your aa 
before the housewife and business man, THE 
WHITKHMAD & HOAG CU., Newark, N. J 
Branches in all large cities. 


gy OR CONVENTION SONVENIRS, 
ade from nails. They're attraciive, sub- 
stantial and cheap. Sample, a World’s Fair 
souvenir. 10¢. 
WICK HATHAWAY’S C’RN, Box 10, Madison, O 


Color Barometers. The latest nov. 
maiied in 6% envelope, penny postage. $25 per 


1.000. including imprint. Send 10c. for sam 13 
FINK & SUN, 5th. above Chestnut, Phiiadelp’ 
—_——_+or—__—_- 





COIN CARDS, 


10%; $16. any printing. Samplesfree, KING 
KOIN KAi.RIER, Beverly, Mass, 

@) PER 1,000. Less tor more; any printing. 
0 T THE COIN WRAPPER CO.. Detroit. Micb, 


for $3. 10,000, rinting. 
1 000 er Soin Satie Co., Ft re ali son, is 


la. 










: 




















: 


Seen ee oo 





ADVERTISING MEDIA. 


CENTS per line for advertising in THE 
10 Gusto Bethlehem, Pa. 


watt 5c. line; min. 15c.; guar. cir. 2,100. 
THE PevRNING: BEK, Danville, Va. 


ppb i pawn yd GUIDE, Newmarket, N.J. A 
a card request will bring sample copy. 


10 %% rs, “22 Busiess Bringers.” — 
RuLIGNoUs PRESS ASs’N, Phila., 


ARDWARE DEALiRS’ MAGAZINE ool 
lation 17,500(©©). 253 Broadway, New York. 


sine EVANGEL. 
Scranton, Pa. 
Thirteenth year; 20c. agate line. 


A* person advertising in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive tne paper for one year 


a PRINTING ART reaches the better class 
peasers. publishers and advertisin; 


people. for rates and rg a THE 
ERSI’ ea PRESS, Cambridge, M: 
HAT the Ladies’ Home sch is to the 
nation the RECORD 1s to Troy and Central 
Miami County, Ohio. Only daily. Carries same 
high-grade advertising. one questionable of 
any sort accepted. Send for sample copy. 


RABTREE’S CHATTANVOGA PRESS, Chat- 

one Tenn., 50,000 circulation guaran 

n; 200,000 readers st medium 

South “¢ tor. mail-order and general advertising. 

Rate, 15 cents a line for keyed ads. No proof, nu 
pa: 


LIST OF SUMMER PARKS. 
Advertisers who wish to reach all the SUM- 
| AMUSEMENT PARKS should subscribe for 
ILLBOARD. It publishes the only —- 
ee Three months’ oy + ge for $1. 
dress Box 845, Cincinnati, Ohio 


KF FAIR AND GONVENTION DATES. 

Advertisers who cover Agricultural and 
Street Fairs and Conventions and Celebrations 
of eve Covent yd will = the only complete 
list of dates in Corrected every 
week. Send $1 for — ioathe’ subscription, 
Box 845, Cincinnati. Ohio 








A PROSPEROUS 
CLASS OF PEOPLE 


SOUTHEASTERN OHIO. 


THE ZANESVILLE SIGNAL 


is the only paper that reaches the rros- 
perous and intelligent class of people 
living in Southeastern Ohio. This terri- 
tory cannot be covered without the 
SIGNAL, because the big city papers 
—s in to a very limited extent. Here 
is i ‘ial sent to paperdom 
without our knowledge: 


Tue Grant Dry Goons Co., 
Dry (ioods, Carpets, —— Ohio. 

H. Craig Dare, Esq., N 
Dear Sir—Replying to aes favor with 
reference to the esville SIGNAL as an 
advertisi’ medium, would state that 
our experience is very read by a large 

th 





brings business and is read b; e 
number of people contiguous t 
neighborhood. The publisher is wide- 
awake and keeps pushing for all the 
business he can get. Yours truly, 


Tue Grant Dry Goons Co. 


The Zanesville SIGNAL produces splen- 
did results for advertisers. Circulation, 
guaranteed, exceeding 5,000, Rate, 14 
cents an inch, flat. 


THE ZANESVILLE SIGNAL, 
James R. Alexander, Publisher, 
Zanesville, Ohio. 
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PRINTERS’ JOURNALS. 


N°? business man or advertising writer can af 

ford to be without THE PRINTING ART. Itis 
suggestive, helpful and valuable, as well as 
handsome. Finest printed magazine in sts 
world. A sample sent for half price (25 cen a at 
Printers’ Ink is mentioned. THE UNIVERSITY 
PRESS, Cambridge, Mass. 


ADDRESSING SING MACHINES. 
DDRESSING MACHINES—No type used in 
the Wallace stencil acereesing machine. A 
card index system of addressing used by the 
largest publishers ge =~ country. Send 
for circulars. We 4 ony | a — rates. 
WALLACE & CO., wa t., w York. 
1310 Pontiac Blig., see Dearborn 8t., ‘ dimen ml. 
i ae AUTO ADDRESSER is a high 
addressing machine, run by motor or 
foot penta System embodies card index idea, 
Prints visibly; perforated card used; errors im- 
fo ga operation simple. Correspondence 80- 


F. JOLINE & CO., 
123 13 St., New York. 
te 
TRADE JOURNALS. 
ARDWARE DEALERS’ MAGAZINE. Circn- 
lation 17,500 (@©). 253 Broadway, New York. 


66 RF! ESTATE,” Amsterdam, N. Y., circu- 
lation 3.000, for real estate dealers and 
owners; $i a year; names of buyers each month, 


PRINTERS, 


RINTERS. Write Kk. CARLETON, Omaha, 
Neb., for copyright lodge cut cata. talogue. 


WE print a ues, booklets, circulars, adv. 
matter—al. ds. Write for prices. THE 
BLAIR PTG. CO., id Main St.. Cincinnati, O. 


Goes PRINTING—500 envelopes, $1.50; 1,000 for 
Other printing, same fate. SUN 
PUB. Co. Paulsboro, N. J. 


URE !—100 Note Heads, 100 Envelopes, 100 Bus 

as DRS Cards (latter two colors), pre id foe 
e% pewritten Circular Letters. VANC. 

RINTING. CO., Bourbon, Ind. 


a 
PUBLISHERS. 


TO PUBLISHERS AND AD- 


VERTISING AGENTS 

WE ARE CONTINUALLY IN 
THE MARKET FOR STOCKS. 
PUBLISHERS WHO HAVE 
TAKEN ANY STOCKS IN EX- 
CHANGE FOR ADVERTISING 
SPACE, WRITE US. MARK 
T. LEONARD & CO., BRO- 
KERS, 1001-108 LA SALLE ST., 
CHICAGO, ILL. 


—_——_—_—_<+@2——____. 
ADVERTISEMENT CONSTRUCTORS. 


| W. KENNEDY, 171 Washington St., Chi- 
cago, writesadvertising—your way—his’ way. 


N®* CUTS and advertising copy for your line 
are cheap enough by our method. ART 
LEAGUE, New York. 


66 A”, writing, illustrating. Ask about my 
special mailing card service. M. P. 
LEVINE $137 Aberdeen St., Chicago. 


AP VT. WRITING—nothing more. 
Been at it 14 aan 
JED SCARBORO, 
557a Halsey St.. Brooklyn, N. 


ENRY FERRIS, his (FF mark 
Advertising Writer and Advise 
Drexel Building, !’ hiladelphia.’ 

627 Temple Court, New York. 








GAS RANGE ADWRITER. 
Sample ad in PRINTERS’ INK Feb. 8, page 61. 
I write for Gas Companies only. Tell me your 


needs. No postals. 
HAKRY C, BARD, Oneonta, N. Y. 


: PRINTING 


Of every description, the way it should be done. 
Mailing slips, price lists, circulars, booklets and 
= aes of = kinds a specialty. 
nest job and a fair price always guaranteed. 
Try us if you want to be pleased. " 


PRINTERS’ INK PRESS, 
45 Rose Street, New York, N. Y. 


H. K. STROUD. 
IDEAIST. 


Written and Stverttsing 





lete 
Ideas Evolved at — 
Write for Sample to 


2421 N. 20th 8t., Phila., Pa. 





SIX “NEVEKS.” 

The man who places first cost ahead of the 
selling power gained from pertinent originality 
and attractive Tate A 

NE MPLOYS ME. 


The man who regards advertising as a mere 
item of his Expense Account to be kept down, 
and not as a a painstaking effort to 
buy notice toe = wal 

NEVER EMPLOYS ME. 

The man content to turn his work over to the 
lowest bidder, and who is chiefly interested in 
being certain that he has reached the-very low- 


est bidder, 
NEVER EMPLOYS ME. 

The man who has not a strong belief—yes,a 
very seroma bel iefthat it will pay him to have 
his advertising ventures so individual and at- 
tractive as to secure their being carefully kept 
and constantly talked about. 

EVER EMPLOYS ME. 

The man who is satisfied with Commercial 
Literature not a whit better than his competi- 
tors have been and are now sending out—that is 
to say, the man who — see aay pecuniary 
advantage in a being Ass ot, himself— 

EMPLOYS ME. 

The man who cannot, or will not, see that he 
incessantly needs fresh ‘opportunities to sell his 
& s before their sale can increase, and then 
_— not feel Ct to sores e such opportunities 

yy buying an ying for them, 

NE EVER EMPLOY YS ME. 

In addition to A wy above hye make 
Catalogues, Booklets, Price Lists, Folders, Cir- 
culars, Mailing Cards, and Slips, Circular Letters 
(of the latter often a series), Newspaper, Maga- 
zine and Trade Journal Advertising. Street-Car 
Cards—in short, Commercial Literature in all of 
its many possibilities 

I make all of these things without one atom of 
reverence for “ruts,” stereotyped methods, or 
even for the way other people usually make 
them, and I have moreover a strong aversion to 

led CF Saeed ()) advertising. 
No. 888 FRANCIS I. MAULE, 402 Sansom St.,Phila. 
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BOOKS. 


pms THAT 0g yet . book mailed 
& A. B. LACEY. Patent and 
Trade-Mark Renietn, Washington n, D.C. 
Established 1869. 


—~+oe__—_ 
Advertising Agencies. 


Advertisements under this head, two lines or more 
20 poet ope —_ eee, in one 
week inadvance. Displayt ma 

be used Udetres. e 


CALIFORNIA. 
OLDEN GATE ADVERTISING CO., 3400-3402 
Sixteenth St., San Francisco, Cal. 
URTIS-NEWHALL CO., Le CO., Los Angeles, Cal. Es- 
tablished 1895. and best managed 
advertising agency on Pacific Coast. Write us. 


ARNHART AND SWASEY, San renin 
Largest agency west of Chicago; ploy 60 
people; save advertisers by advising \odinowely 
newspapers, billboards, walls. cars, distributing. 


HAWAII. 
IONEER ADVERTISING CO., Honolulu—Cos- 
mopolitan population makes our six years’ 
experience valuable. wb ig billboards, 
walls, distributing, mailing lists 
NEW JERSEY. 
AIL order advertising a sp jalty. THE 
i STANLEY DAY AGENCY, Newmarket, N. J. 
NEW YORK. 
CQ.omman AGENCY, 1 Madison A , &. 
Medica! journal advert advertising cocbustvely. 
Dees 2 , Advertising Agents, 44 Broad 
N. ¥. Private wires, ston, Phila, etc. 


A LBERT FRANK & CO., 25 Broad Street, N. Y. 
—. Advertising Agents. Established 
Boston, Philadelphia. Advertis- 

a of iy kinds placed in every part of the world. 


PENNSYLVANIA. 
HE H. 1. IkELAND ADVERTISING AGENCY, 

(Established 1890), 

925 Chestnut Street, Philadelpbia. 
CANADA, 
Di tnvitin eet advertising field. It is most 
inviti “ype We can th rae, as to mediums, 
and how se them us. THE DES- 
BARATS. ADVERTISING YGENCY, Ltd., Mon- 
rea 


THERE’S ONLY ONE 


There's only one “Letter Shop.” 

There’s only one Franklyn Hobbs, 

That's Franklyn Hobbs, Himself, 
Composer and Editor of Advertising Lettere 


AND HE’S STILL 


At the “ Letter Shop”’ 
In the Caxton Block, Chicago. 








people. 





Every Friday Morning the Door is 
Opened in 26,782 Homes..... 


To those who use the advertising columns of The Catholic Universe, which 
is the only Catholic medium printed and published in the Cleveland Diocese. 


It contains the Official Diocesan News {or over 400,000 Catholic 


It is read by all the Bishops and many of the clergy beyoud the Diocese. 


The Catholic Universe Publishing Company, - - Cleveland, O. 


















aE: 


- Siete 






















Views of the F. J. Cooper Advertising 
Agency, San Francisco, with reproduc- 
tions of specimens of ads, are the basis 
of a large, attractive folder dealing 
with questions of service. 

“Store Lighting’ is a bulletin from 
the United Electric Light & Power Co., 
Baltimore, that gives something more 
than beautiful generalities about a well- 
lighted store’s advertising value. In 
its pages are described different kinds of 
lights, particularly the new Nernst 
lamps, meridian arc lamps, etc., with di- 
rections how to go to work to light 
every type of store interior. 


Russia exercises a strict supervision 
over patent medicines. The Chief 
of Administration of Press Matters re- 
cently issued an order prohibiting the 
advertising of a certain mouth-wash that 
does not describe its true nature. In 
future no permission will be granted for 
printing advertisements of the mouth- 
wash in question otherwise than in the 
following form: ‘‘Cosmetic means—for 
rinsing the mouth. Sold at 
Price——.” 





Trin and plated tableware articles of 
new design are shown on a serics of 
neat mailing cards, sent weekly to re- 
tailers by the Rochester Stamping Co., 
Rochester, N. Y. A handsome piece of 
literature for dealers to distribute is a 
booklet of “Household Helps,” contain- 
ing a month’s menus for housewives, 
enumerating dishes for each meal and 
indicating the ware that is appropriate 
to each. 
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ALBANY 


is notin New York—that is, 
THIS Albany isnot. This is 
a little city with a big boom. 
Growing rapidly. Splendid 
water power now being de- 
veloped, and more than 
$450,000 being spent this 
year in business blocks and 
industrial enterprises in this 
leading city in Southwest 


CEORGIA 


There is only one paper pub- 
lished in Albany or Dough- 
erty county. Why? Because 
it covers the field and leaves 
no room for another. It is 
the only medium through 
which you can reach the 
prosperous people of this 
rapidly developing city and 
county. That paper is the 


HERALD 


Beeutiful BOOKLET for the asking 











published in the Southern States. 


THE CONFEDERATE VETERAN 


has had the longest coritinued successful career of any monthly ever 


A VILLE Teh 
9 NASHVILLE, - TENN. 


The VETERAN has completed its twelfth year. The average each 





issue for the first six years was 73,240, and for the six years ending 
with 1904, 79,997, The VETERAN officially represents by authority 
The United Confederate Veterans, United Daughters of the Confeder- 
acy, Confederated Southern Memorial Association, United Sons of 
Confederate Veterans. The VETERAN is sustained by the leading 
citizens and their families in every Southern State, with cordial patron- 
age from representative veterans of the Union Army. 
Write for sample copies and advertising rates. 

















AN EXCEPTIONALLY 


desirable class of buyers is 
reached by advertising in 


The Weekly 
Live Stock Report 


CHICAGO. 
Write for Sample Copy and Rates. 




























PRINTERS’ 


WHO PAYS THE LOSSES? 


A story came to my ears recently regarding a firm of printers who 
failed owing $9,000.00 to an ink house for borrowed money, and a 
couple of thousand more for ink furnished. This same ink house 
once remarked “ Our bad accounts don’t worry us,” so the only suppo- = 
sition left is that the customers who pay their bills help to carry the 
fellows who default. Every time you pay two dollars for an ink which 
I am glad to sell for one dollar, you are helping to pay for some 
delinquent who departed suddenly, leaving his creditors whistling for = 


INK. 


Aj 



























their money. My customers are compelled to pay in advance, but j 
they are not taxed for the extras which are necessary in running a 

credit ink business. In eleven years I have lost about Fifty Dollars in 
bad checks, which is one of the reasons why [ can sell the finest job 


inks in the world for One Dollar a pound. Send for my price list and 

resolve not to pay for the debts of others. When my goods are not 
found as represented, the money is refunded along with the transpor- § 
tation charges. Address, 


PRINTERS INK JONSON, 
17 Spruce Street, NEW YORKH. : 
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Always the leading and most popular 
Polish daily newspaper in the United 
States. Paid-up circulation 16,000. 
Our books are open for investigation. 





Dziennik Narodowy, “The Polish National Daily.” 
Putuir M. Ksyck1, Adv. Mgr. 98 West Division St., Chicago, Ill. 
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FOR THE GENERAL 
ADVERTISER. 


A Double Ad-Service with No Additional Cost. 








All our time and energy is devoted to the evolu- 
tion of plans for our clients and to the preparation of 
drawings and copy. We donot “place” ads direct 
in any publication. We conduct complete campaigns 
but delegate the “placing” to our friends in the plac- 
ing business—a number of leading agencies co-operate 
with us in this way. 


The advertiser who employs our services gets the 
best work of the best art and copy departments that 
we have been able to gather together. He gets our 
personal attention; our advice and assistance all along 
the way—our time is not taken up by the innumerable 
petty details incident to the placing of advertising. In 
addition to this he gets the services of another agency 
—the one through which the placing is done. 


This combined service of two strong, able organi- 
zations costs the advertiser not a cent more than he 
would pay for the service of one agency. 


We would like to explain this matter in full to 
interested advertisers, also to furnish convincing ob- 
ject lessons exemplifying our ability to produce the 
highest grade of commercial art work in all its 
branches, as well as copy of equal merit. 


THE GEORGE ETHRIDGE CO., 
33 Union Square, New York City. 








BY GEORGE ETHRIDGE, 


READERS OF PRINTERS: 
CAITICISM OF COMMERCIAL ART 


The amateur advertiser who sets 
about constructing an advertise- 
ment always gets just as far away 
from the actual facts in his illus- 
tration or his headlines as possible. 
‘Lhis fact makes it fair to con- 
clude that the person responsible 
for the Thomas Cook & Son ad- 
vertisement reproduced here is a 
beginner, as crossing the ocean in 
a flying machine is about as far 
away from sense and reason as it 
is possible to get. Thomas Cook & 











Some day the ee may be 
Machines. When they arrive 


crossed by 
. we'll have them, 
suepeliian ti Mist Ge tak att the ocean are 
used for our 


Flying 


30 Tours to Europe 


this sea ‘ices to meet the condition and 
pate m} * all—817 75, ing #1000. Illustrated ee 
lets and all Lanse yours for the asking. 
postal them 
i Ray "Caine "i Alone” we await you with 
everywhere, mann by competent 
English-speaking me men. Our travel tickets are the 
best, and a: caeap as a0 while the services 
our agents pa interpreters all over the wor! 
most valuable aid to travellers, costs you 


THOS. COOK & SON 


be York a Philadelphia 


io 
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No.l 


Son are supposed to be a very 
dignified and conservative concern, 
and it is a little surprising to see 
them indulging in flying machines. 
If this were a flying machine ad- 
vertisement, however, such a cut 
would be ‘appropriate, in which 
case it would be better to have an 
illustration like No. 2, occupying 
the full width of the space and 
possessing strength and clearness. 





¥ a * 

Here is a quarter page magazine 
advertisement of J. B. Colt Com- 
pany, and the only thing in it that 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE, 







33 UNION SQUARE, N.Y. 
FREE OF CBARGE! 
MATTER SENT TO MR ETHRIDGE. 


is worth the space it occupies is 
the black and white trademark at 


the extreme left that is called 
acetylene gas, and perhaps some 
people may remember that and it 
will thus do little good. The rest 
of the advertisement is ‘Tuined by 














No2 


the streaks of rays or whatever 
they are that run from the trade- 
mark all through the copy, thus 
blurring it and making it illegible. 
There is no excuse for these con- 
fusing streaks as they mean ab- 
solutely nothing. Probably who- 
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ver is responsible for this had 
some kind of an idea, but what 
that idea is it is impossible to say. 
ihere seems to be a large number 
of persons who devote most of 
heir time in inventing schemes 
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Me 
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which will make advertising hardis not claimed that she is a real 


to read and difficult to puzzle out. 
* * * 


Here is one of the White Seal 
Champagne advertisements which 
are becoming very familiar—too 
familiar. This ad is about as bad 
as the rest of the champagne copy 
now running, and this statement is 
about as harsh a criticism as could 
be passed upon a piece of adver- 
tising matter. Of all the inane, 
useless advertising that ever ap- 
peared the champagne advertising 
of to-day captures first prize. Big 
penal spaces are now being 









CHAMPAGNE 
HEADS THE LIST ¢ 


OO PREFERENCE 


WHITE SEAL 
HAMPAGNE 
oust 80° Sace Importers } 














used with recklessness by cham- 
pagne manufacturers who devote 
the entire space to quarreling and 
bragging about the number of 
cases each imported during 1904. 
Not a word about the character or 
quality of the wine; not a sensible 
reason as to why anybody should 
drink it, but meaningless figures 
which nobody cares anything about 
but the manufacturers themselves. 
There is splendid opportunity right 
now for the sensible advertising of 
a good champagne, but it is an op- 
portunity which is not likely to be 
seen or grasped. 


* * * 


Here is a Vinol advertisement. 
It occupies a full page in the cur- 
rent magazines and which could 
hardly fail to have attracted the 
attention of everybody who saw it. 
The fine picture of the old lady 
may be said to have nothing to 
do in particular in the case, as it 


personage, or that it is a “before” 
or “after taking” picture. At the 
same time the illustration is in no 


STRENGTH 
FOR THE OLD 


Vinol the cod liver © preparation without oil— 
‘superseding old-fash er oil and emulsions 





actwasty taken from tresh cods' livers By our process the oil. having no 
errors bom, wee antaiadl cememe ore Crowe ewe). 
femuimons Vino: «# aeliciousry paiaiaose, agreesoie vo 

















way improper and its strength and 
haracter are such that wherever 
printed the ad could not fail to be 
noted and to make a good im- 


pression. 
—— +o 





WHY STUDY PROOF-READING ? 


Proof-reading is a profession at which 

people earn money—not a princely income, 
itis true, but a good salary. 

The work calis for education, and appeals 
to people of refinement. 

In addition to that.a knowledge of proof- 
reading is convenient and almost necessary 
to everyone who has to do with preparation 
of copy for the printer. This means adver- 
tisement writers, authors, newspaper men, 
publishers and even stenographers and 
others doing office work. 


THE INTERCONTINENTAL COR- 
RESPONDENCE UNIVERSITY 


offers a course in Proof-reading, taught he 4 
experts, oe and well graded, whic 
cap be m red in twenty pool fut 
about which | 1 S would like to write 

Even if you are not interested in Sroof- 
reading, don’t forget that the I. C. U. offers 
courses of study in every line of human 
progress, all of which is described in 


“THE PERSONAL — OF 
THE PRESIDENT 


which I will be glad to send to you, with 
my compliments, if you will write to me. 
ou can write to me in the secure confi 
dence that your request will not lay - 
open to the call of a solicitor or agent, 
the 1. C. U. has neither. 
Yours for Knowledge, 





President, 
for the Trustees. 


Write me at 
1051 I, C. U. Building, Washington, D.C. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas ad window 
cards or circulars, and any other suggestions for bettering this department. 








Mr. Geo. W. Townsend, of 
Taunton, Mass., has written some 
very good ads for the Staples Coal 
Company of that city, changing 
them weekly; and in his letter 
submitting clippings to this depart- 
ment he says, very truly, that 
“The average coal dealer simply 
advertises that he has coal to sell; 
he never makes any great effort 
to get his customers interested. 
But even the coal business, (bon- 
anza that it is) can be improved; 
old customers made to stick and 
new ones captured by sensible, at- 
tractive advertising.” The truth 
of the matter is that the average 
coal dealer, like the average of 
dealers in many other lines, thinks 
that his particular kind of business 
is less susceptible to good adver- 
tising than any other; and after 
running an ad of the business card 
variety for a year or two without 
change, he’s sure that there’s noth- 
ing in it. And of course there 
isn’t anything worth mentioning, 
in that kind of advertising, for 
anybody but the newspaper pub- 
lisher. The average publisher 
takes the average coal dealer’s be- 
low-the-average copy and sticks 
it into the paper in the average 
way. He never takes the trouble 
to tell the dealer that his copy 
isn’t right, partly because he, like 
the dealer, doesn’t Know how to 
make it any better; and largely 
because if he got the dealer suffi- 
ciently interested to write or buy 
good copy, he (the publisher) 
would have to change the ad two 
or three times a month, and that 
would be ruinous(?) even if the 
dealer got results that led him to 
use larger space. 

Mind you, we're talking about 
“average” coal dealers and news- 
paper publishers. The other kind 
are demonstrating daily that ad- 
vertising is a profitable proposi- 
tion, even in the coal business. 





Any publisher who has _ brains 
enough to make a paper worth ad- 
vertising in, ought to have sense 
enough to see that it’s up to him to 
advise his advertisers about their 
copy, when they need advice; to 
give them advice sometimes when 
they do not appreciate their need 
of it, and perhaps to help them in 
the preparation of their copy. 
Just as a matter of dollars and 
cents. The standing and influence 
of a paper can be judged quite as 
well by its ads as by its reading 
matter, and between two papers in 
the same town, the rankest out- 
sider can generally tell by the ad 
columns alone which one is “it.” 
But, getting back to the mines, Mr. 
Townsend’s coal ads, like those 
printed by Homes, in the Brock- 
ton, Mass., Enterprise, talk coal 
from start to finish, and make no 
attempt to catch and hold the read- 
er by means of alleged jokes or 
funny business of any kind. They 
take up a different point each time 
and cover it instead of trying to 
spread all over the subject in each 
ad. They are not remarkable for 
that brilliance which scintillates 
and dazzles and causes the read- 
er to forget, in his admiration of 
the writer's skill that coal, plebian, 
unromantic coal, is the subject of 
the discourse. They're just chatty, 
interesting, easily assimilated taiks 
well calculated to impress the 
reader that the Staples Coal people 
have got the goods and sufficient 
confidence to advertise them. Here 
are two of the ads, and Mr. 
‘townsend is hereby invited to 
send more of them to this de- 
partment from time to time, 
especially those in which prices 
are quoted. 





THE EMPTY COAL-HOD. 


When the man of the house discovers 
some fine morning that the coal-hod is 
nearly empty, and coal bin scraped 
clean, he will, if wise, call "Phone 123-3 
and order his particular coal. Unless 
there’s a foot of snow on the ground, 
it wi'l be delivered in his cellar in time 
for the good wife to cook dinner with. 








STAPLES COAL COMPANY, 


Crocker Building. 
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This is what we meant by “Prompt 
Delivery.” 





For a Prescription Druggist, From the 
Arizona Republican, Ph 











A FULL COAL BIN. 


There is nothing very poetical about 
a Coal Bin, nor highly artistic perhaps, 
but during a good cold snap, there 
is no article in the entire home outfit 
that contributes so much to your thor- 
ough comfort as a well filled Coal Bin. 
It is part of our business to make people 
comfortable in this respect. i 
all high grade, clean and there is no 
delay in delivering orders, 
STAPLES COAL COMPANY, 


’Phone 123-3. Crocker Building. 


Our coal is 














From the Binghamton, N. Y., Leader. 





Have the Picture 
Framed at the 
Art Store. 


You have no idea how a 
new frame will improve an 
old picture or how much 
better the picture you re- 
ceived for Christmas wil 
appear with the proper mat 
and frame. We have the 
largest stock of mouldings, 
the most expert workmen 
and the most _ reasonable 
prices in the Southern Tier. 


SMITH & BUMP, 
78 Court St., 
Binghamton, N, Y. 








Life 

is often hanging in the bal- 
ance when a_ physician 
writes a prescription, If the 
compounding is inaccurate, 
or if the drugs supplied are 
lacking in purity or strength, 
who shall answer for re- 
sults? We _ recognize our 
responsibility in these mat- 
ters. We regard” every 
prescription as one requir- 
ing the utmost care as to 
accuracy, and demanding 
the highest gerade of drugs 
that money will buy. Our 
ideal prescription service 
costs you nothing extra— 
we always strive to give the 
best of everything at prices 
that are absolutely fair. 


GOODMAN’S 
Prescription Pharmacy, 
Cor. Washington and 

Center Streets, 

Phoenix, A. T. 





Shows How an Ad of a Twenty-Three- 
Dollar Harness May Be Made Good 
and Strong, Without Even Hinting 
At a Mark Down From Fifty, 











These Martindale Ads, From the Phil- 
adelphia Bulletin Always Make One 


Hungry. 





, . 
Boston Brown 
Bread 


Made in “Viv” Ovens just 
as it is made in the bake 
shops “down East,” that’s 
why it is moist and deli- 
cious, and why it stays so. 
Three times a day we place 
these big steaming loaves on 
| our counters, and many a 

customer has bought one, 
| carried it home, to find it 
almost as warm as when she 
purchased it. 10 cents the 
tloaf is too little, we are 
told, for this big bunch of 
Yankee goodness. 


THOS. MARTINDALE & 
COMPANY, 


Teas, Coffees and Groceries, 
Tenth and Market. 
Philadelphia, Pa, 














The Best Single 
Harness Ever 
Sold Regularly 
for $23. 


First chance for several 
weeks to speak of it— 
couldn’t catch up with or- 
ders. Enough now. 

It is a single strap har- 
ness in two styles, 

e for road, runabout, 
or light buggy service. 

The other exc-usively for 
sulky or one-man speedway- 
wagon use, 

Both styles are of selected 
leather, made and finished 
with most expert _ skill; 
hand-makmg and hand- 
stitching throughout; mount- 
ings in two styles—genuine 
hard rubber throvghout or 
with terrets, rein hook and 
shafting buckles of solid 
gilt with smal buckles and 
rings of rubber. 

We don’t advertise this as 
a $35 harness; but we have 
had plenty of horsemen tell 
us they have paid $35 and 
$40 for harness no better. 

Hundreds of sets have al- 
ready been sold, and never 
a horseman dissatisfied, 


JOHN WANAMAKER, 
Philadelphia, Pa. 








oenix, A, T. 
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THe GAINESVILLE “EAGLE.” 
Electric Print. 
GAINESVILLE, GA., Feb. 14, 1905. 
The Little Schoolmaster, New York, 
N. . 


Gents--Find enclosed copy for the 
first quarter’s ads of a local photo gal- 
lery, now running in our weekly, They 
are changed once a month. I am taking 

ains with all our advertisers as fast as 
4 can get them to see that advertising 
pays only when it is “done with a 
point.” Mong valuable suggestions have 
come to me from the Title School- 
master. Yours very truly, 

D. G. Bickers. 


Here’s one of those publishers 
who have awakened to their re- 
sponsibilities—who realize that 
their interests and the interests of 
their advertisers are mutual, so far 
as the advertising in their papers 
is concerned. In this case, the 
city editor isn’t too busy or too 
dignified to inject a few red cor- 
puscles into the life blood of his 
paper by paying a little attention 
to his advertisers. That’s exactly 
what more and more papers, big 
and little, are going to do; but 
some of them are not going to do 
it until they have to, and those 
who do it first and best are going 
to get first and best rewards for 
their work. The time is coming 
when every advertiser who is not 
big enough to maintain an adver- 
tising department of his own will 
look to the publisher for that help 
which a publisher should be best 
able to give; in fact, will demand 
it, and get it. He may pay a little 
more for the space (in most cases 
he should), but if the publisher 
really makes an intelligent effort 
to assist him in filling it, the 
little more that he may pay will 
not count against the much more 
that he will get, and both the pub- 
lisher and the advertiser will reap 
benefits out of all proportion to 
the additional cost. Not every 
paper can employ a professional 
adwriter, even sharing the expense 
with its advertisers, but it’s a 
mighty poor paper that cannot give 
some bright member of its staff 
a few dollars extra per week to.re- 
port the store news of its adver- 
tisers. This example of Mr. 
Bickers’ work shows that even an 
editor may have a lot of good 
horse sense about advertising, and, 
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what is quite as important, know 
how to apply it. 


THE FAMILY PHOTO ALBUM 
Ts always a source of interest to 
relatives when they come on a visit. 
It is, too, a matter of family history— 





telling in  tegghes what can’t be told 
in words. The photograph of the baby, 
then the little girl, then the school 


group in which she is the center, then 
the social out-door picture of a picnic 
crowd, then her wedding picture—the 
story is there. For this family history 
you want pictures that will never fade. 
And you want artistic work and all 
the other requisites—not understood by 
the uninitiated but recognized, neverthe- 
less, if they are missing. At White’s 
Photo Studio every effort is made to 
make each piece of work turned out as 
good as skill and the best of modern 
methods can produce. Their reputa- 
tion was made on this basis. 


WHITE’S PHOTO STUDIO. 
40 South Main Street, 
Gainesville, Georgia. 





Taking Advantage of Current Events 
in a Way that Will Appeal to the 
Popular Prejudice Against Trusts. 





Frenzied 
Financier 
Watch Real Estate 


It is the only paying in- 
vestment the Standard Oil 
Gang cannot corner (Lots) 
and Insurance Companies 
cannot absorb. 


WALKER & MOSBY, 
Lynchburg, Va. 











Good Laundry Ad From Bangor, 
Daily Commercial, 


“Rough Dry” 
Sounds Harsh 


but our “rough dry” laun- 
dry service hasn’t a sugges- 
tion of harshness about it, 
except that it is terribly 
hard on dirt. It is mighty 
easy on the clothes; easy, 
too, for you to try and easy 
to pay for. We ought to be 
doing All your family wash 
this winter; why not let us 
begin now? 


WHITE STAR LAUNDRY, 


The Porter Parsons Co., 


18-20 Cross St., 
Bangor, Me. 


Me., 
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A Short but Strong One for a Plumber. 
From the Bangor, Me., Daily Com- 
mercial. 





From Leaky 
Faucets 


to the installation of the 
most elaborate plumbing ap- 
pointments is quite a jump; 
yet we are fully prepared to 
cope with all the necessi- 
ties in either case, or in any 
other case where careful and 
right plumbing work is 
want 

CARTER, ADAMS & CO., 
Heating and Plumbing En- 


gineers, 
54 State Street, 
Bangor, Me. 


How an_ Enterprising Florist Makes 
Good Use of Space in the Washing- 
ton, Pa., Daily Reporter. 


All Next Week We Sell 
5o0c. Cineraries 


at 25c. 


These plants come with 
beautiful and vividly color- 
ed blooms and make espe- 
cially nice window plants. 
We will also sell 35c. »rim- 
roses at 25c. These plants 
are the best winter house 
bloomers known. Our plants 
are just beginning to bloom 
now—they’ll be blooming 
until Spring. Take advan- 
tage of these offers, 
jos. H. SEAMAN & 

COMPANY, 
60 S. Main St. Phone 104. 
Washington, Pa, 


The Copying and Enlarging of Old 
, Rien is a Line That Seldom Gets 
the Advertising Attention it Deserves, 
This One is From the Montgomery, 
Ala., Advertiser. 


























Photographs 

Numbers of people want 
copies and enlargements of 
old pictures but are afraid 
to trust them with agents. 

We give more than satis- 
faction in reproducing old 
pictures, our customers tell 
us, and we ask any one 
wanting old pictures copied 
or enlarged to send them to 
us. Your pictures are safe 
and you will be pleased with 
results. We guarantee that, 
Also send us your Kodaks to 
develop and finish. You'll 
get something new? See 
our new styles in Apstistic 
Photography. 

CHAMBERS’ STUDIO, 

17 Dexter Ave., 
ontgomery, Ala, 

















To-day’s Sale ia 
of Pretty 
Embroideries 


Fifteen cents never pur- 
chased better embroideries, 
finer work and prettier pat- 
terns than those included in 
to-day’s big sale. 

But this is Our opinion. 
We want You to come here 
this morning at ten o’clock 
and judge them for yourself, 

Cambric edges and inser- 
tions (and some of them are 
8, 10 and 12 inches wide) 
that usually sell for 2oc., 
25c. and 29c. a yard. Splen- 
did qualities and beautiful 
designs. | 

Fifty pieces—1,200 yards 
in all—to go on sale this 
morning at ten o’clock. 

Fifteen cents a yard. 


SIMCOE & TACKETT, 
The Store That Lives Up To 
Its Advertising. 

346 Main Street, 
Norfolk, Va. 

















Very Catchy 


This description applies 
not only to the prices on 
our French Rat and Mouse 
Traps, but also to the Traps 
themselves. No trap has 
lever been made that pos- 
sesses such wonderful se- 
ductive qualities as does this 
ingenious invention of Mr. 
Henri Marty. As_ the 
“Marty” trap was_invented, 
and is made, in France, it 
is commonly known as the 
“French” trap, and,  al- 
though like other good 
things, it has been widely 
imitated, the genuine is still 
jsuperior to the imitations. 
We _ have them and other 
kinds as weil and the prices 
are as seductive as the 
goods. — 

Genuine ‘‘Marty”’ Rat 
Traps, 65c. Genuine ‘“Mar- 
ty” Mouse Traps, 35¢. 

_We have a dozen other 
kinds of traps from five 
cents upwards. 

THE JOHN E. BASSETT 
& COMPANY, 


754 Chapel St., 320 State St. 
New Haven, Conn. 





— 
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A Very Convincing Line of Talk Found 
in the Norfolk, Va., Virginian-Pilot. 


Of All the Dealers Who Sell “Marty” 
Traps, Mighty Few Advertise Them as 
Well as This, 
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THE MINNEAPOLIS 
The Great Dail of the 
Northwest, 
MINNEAPOLIS, Feb. 18, 1905. 
Mr, Charles J. Zingg, Manager Print- 

ERS’ INK: 

I have read the reproduction of the 
St. Paul Globe editorial of January 4th, 
on page 11, of PRINTERS’ INK for Feb- 
ruary 8th, not paid for nor authorized 
by the St. Paul Globe, but, we are 
authoritatively informed, by a competi- 
tor. The action of said competitor can 
be better appreciated when it is under- 
stood that the table mentioned included 
a statement of that paper’s advertising 
business carried in 1904. Not being 
able to deny the accuracy of the Jour- 
nal’s figures, as relating to itself, said 
competitor attempts in the underhanded 
way indicated to mislead and deceive 
the avertising public. 

The following is a copy of a _ letter 
written by me to Mr. J. C. Pyle, General 
Manager of the Globe, immediately upon 
the publication of the editorial. Mr. 
Pyle’s reply a'so folows: 

MINNEAPOLIS, Jan. 
Mr. J. G. Pyle, General aenger the 

Globe, St. Paul Minn,: 

Dear Sir—My attention has been 
called to the editorial in your issue of 
the 4th inst., headed “Misrepresenta- 
tion,” in which exception is taken to the 
statement of business carried by the 
St. Paul Globe during 1904, made in 
our issue of the 2d instant. 

For a number of years the Journal 
has carefully measured the advertising 
carried by the six leading Twin City 
papers and our constant aim has been 
to give all of our competitors as fair 
and as accurate measurements as given 
to ourselves. Many times when reading 
matter or pictures appear which do not 
show slater that they are paid adver- 
tisements and yet which might be, we 
give the paper containing them the 
benefit of the doubt by crediting the 
space thus occupied, and this same 
rule has applied to the Globe with 
equal force as to all other Twin City 
papers. 

We have endeavored to make these 
reports just as accurate and trustworthy 
as intelligent effort on our part can 
make them, and they have never been 
called in question before. Furthermore 
the Journal’s reports often show that 
its competitors run ahead of it and our 
whole attitude in the matter has been 
to be just and fair to all parties con- 
cerned. 

We hope, in view of this explanation, 
you will appreciate that there was not 
the slightest tendency on our part to 
do your publication an injustice in any 
way. wi Sit truly yours, 

McK. Barsour, Adv, Mgr. 


alee APOLIS, Feb. 18, 1905. 
Mr. W. McK. Barbour, Adv. Mgr. the 

Journal, Minneapolis, Minn.: 

DEAR Str—I have your letter of Jan- 
uary sth. I accept, of course, in good 
faith your statement that there was no 
intention on your part of doing special 
injustice to the Globe in the publica- 
tion of advertising statistics in the 
Journal. At the same time, this injus- 
tice was done. The facts as stated in 
the editorial of the Globe of January 
4th are exactly correct. It is absolutely 
impossible for any man to make a cor- 





“JOURNAL.” 
Great 
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rect statemcnt of the volume of paid 
advertising carried in any newspaper 
in these two cities unless he has access 
to inside information. What appears to 
be free ads or free matter is frequently 
paid at full rates, and the reverse is 
also true. In one issue this may not 
amount to a great deal, but in estimat- 
ing for the year the margin of error 
is large. In the case in question you 
have done material injustice to the 
Globe. While appreciating fully the 
courtesy of your letter, it would appear 
to me that the proper method of cor- 
recting the evil would be the same as 
that employed in inflicting it—namely, 
by a public statement of actual facts. 
Yours truly, 


J. G. Pyxe, Editor and Gen’] Mgr. 


Since the publication of Printers’ 
Ink of February 8th, I have had the 
files of the Globe for 1904 carefully 
measured again and find that the com- 
parisons in our table published January 
1st are absolutely correct so far as it 
was possible to make them. We did not 
include any city, county or other official 
advertising as this class of business is 
never included in our own measurements 
or in our comparative statements, and it 
is possib'e that this accounts for the 
difference complained of by _ Globe. 

In this table published Ist we 
showed that the St. Paul lobe carried 
a total of 1,482 columns of foreign 
advertising, wis 8,279 columns of total 
advertising; that the Minneapolis 7imes 
had carried a total of 1,811 columns of 
foreign advertising and 9,281 co-umns 
of total advertisin that the St, Paul 
Pioneer Press had carried a total of 
2,054 columns of foreign advertising 
and 10,962 columns of total advertising; 
that the Minneapolis Tribune had car- 
ried a total of 2,850 columns of foreign 
advertising and 17,228 columns of total 
advertising; that the St. Paul Dis- 
patch had carried a total of 3,433 
columns of foreign advertising and 15,- 
925 co'umns of total advertising, and 
that the Minneapolis Journal had 
all of these papers in 1904 by carrying 
3.494 columns of foreign advertising 
and 17,952 columns of total advertising. 

Not one of these other papers except 
the Globe questioned the accuracy of 
the figures given in this table and it 
is a noteworthy fact that at no time 
during any month in the number of 
years that the Journal has published 
similar tables has any one of the papers 
mentioned questioned their accuracy, 
and it is also noteworthy that in many 
instances a number of the papers have 
used the Journal’s tables in exploiting 
their own favorable showings. 

The Journal has always acted in, this 
matter in the utmost good faith and its 
intentions have always been the furthest 
removed from any “maliciousness” or 
from any ulterior motives. 

In view of the fact that the article 
printed in your issue of February 8th 
was anonymous and given the wide pub- 
licity which always characterizes any- 
thing inserted in your admirable little 
journal, we trust you will be. willing 
to give this letter space in an issue of 
Printers’ INK in the near future.. 

Sincerely yours, 
W. McK. Barsour, 
Advertising Manager, the Minneapolis 
Journal, 
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POSSIBILITIES 


Of a Publisher's Announcement in Rowell’s 
American Newspaper Directory. 





Some Examples of What 


They Are, and the Advan- 


tages They Offer to a Paper That Rises 
Above the Level of Mediocrity. 





Although it is not found advisable to delay the annual revision by the 
insertion of corrections or circulation statements not in hand before February 
15th, it is still possible to insert the so-called “Publishers’ announcements” if 
copy is furnished before the forms for the respective States go to press. 

Nothing else so well explains the possibilities of these announcements as 
to show what a few publishers find it advisable to say for themselves in this 
manner. On the twelve pages that follow are examples taken from every 
State that issues a paper worth bragging about. 

The great effectiveness of the Publisher’s Announcement consists in the 
fact that it can be made to convey important facts to an advertiser at the very 


moment when he is considering the merits of a paper. 


It of course depends 


upon the publisher himself to say how effective he will make his announce- 


ment. 


No good paper is without a few strong points which an advertiser 


would be glad to know, and which properly presented will appeal to him in 
the right way and influence his advertising patronage. 





ALABAMA. 

Anniston, Ala, Evening Star 

Publisher’s announcement.—The Anniston 
EVENING STAR, published in Alabama’s 

eatest manufacturing district, has the 
argest proven circulation in Northeast 
Alabama. Average 1904, 1,969 copies daily; 
Jan., 1905, 2,165. Complete telegraphic 
news service. Only Alabama paper issuing 
comic section in colors Saturday. The STaR 
carries 50 percent more local advertising 
than apy other paper in Anniston. 

The Anniston RepuBLic—weekly edition 
of tne EVENING Star—is 68 years old and 
never missed an issue. Average circula- 
tion 1904, 2.251. The —_ in the rural 
section in which the REPUBLIC circulates 
were never better fixed financially than 
now. To reach the people in Alabama’s 
richest mineral, fa ng and manufactur. 
ing district, use the EVENING STaR and 
weekly REPUBLIC. 

Birmingham. Ala., Ledger. 

Publisher’s announcement.— The Birming- 
ham LEDGER goes into over 20,000 of the 
most a homes in Pen. 
“The Birmingham. District,” and North 
and Middle Alabama. Itis THE paper with 
@ distinctive HOME circulation Circula- 
tion examined by the Association of Amer- 
foan Advertisers. 

Tuscaloosa, Ala., Times-Gazette. 

Publisher’s announcement. ~Tuscaloosa is an 
iron, coal, coke, railroad and manufactur- 
ing center. Furnaces, works, coke 
ovens, by-product plant, and numerous 


coal mines. United States is now spend- 


ing $10,000,000 in opening the Warrior River. 
Headquarters of work here. 


ARIZONA. 


Phoenix, Ariz, Republican 

Publisher’s announcement. — Arizona now 
contains 150,000 people, and the permanent 
population is growing rapidly. Arizona’s 
soil and climate make it possibleto produce 
every crop known to agriculture and horti- 
culture, and her mineral wealth cannot be 
estimated by figures. Her people have 
money. They all read the Arizona Rk- 
PUBLICAN. It is the only metropolitan 
newspaper that reaches them on the day 
of publication. Itis printed on aperfectin 
press, operates a battery of linotypes an 
owns the exclusive morning Associated 
Press franchise. It more circulation 
than al] the other Arizona newspapers 
combined and reaches practically every 
postoffice in the Territory. It is the one 
newspapercovering the vast region between 
the Colorado boundary and Southern Cali 
fornia. Write for sample copies and rates. 


CALIFORNIA. 


Fresno, Cal, Democrat 

Publisher’s announcement.—During 1904 the 
Fresno EVENING DEMOCRAT received con- 
tracts from eighty-six foreign advertisers 
exclusively to cover the field of Central 
California--seven-eighths of all og = ad- 
vertising placed in this field. The Demo- 
CRAT covers the richest seetion of Call- 
fornia, the products of which, during the 

- last year, exeeeded $16,000,000ir the county 
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alone. Fresno being just half way between 
San Francisco and s Angeles—225 miles 
from either place—has a field of its own of 
great proportions. The DemocraT is the 
—~ f evening paper between San Francisco 
and Los Angeles receiving the full Associ- 
ated Press dispatches, and is accorded 
recognition everywhere as one of the best 

oast papers. Eastern representatives, 
Williams & Lawrence, Tribune Building, 
New York; Will T. Cresmer, U.S. Express 
Building, Chicago. 


San Francisco, Cal., Mining and Scientific 
Press. 


lisher’s announcement.—For forty-four 
(44) years the MINING and ScIENTIFIC PRESS 
has led in its line; weekly seen by thou- 
sands of readers everywhere, who look to 
its advertising pages as a directory for their 
needs ; consulted by the men who do the 
buying and who have the say as tu what 
shall bought and where. These men 
annually buy $40,000,000 worth of machinery 
and supplies. The MINING and SCIENTIFIC 
Praress works with and for its advertising 
trons in giving them profitable publicity. 
ublished continuously under the same 
name, and in the same place, since 1860; 
rec d as a national institution ; the 
foremost exponent of the great basic 
industries it represents ; weekly looked for 
by every prominent mining man and 
engineer. 
San Francisco, Cal, Sunset Magazine 
Publisher’s announcement.—The SUNSET MaG- 
AZINE, started in May, 1898, has grown to be 
the characteristic magazine of the West, 
with its artistic half-tone engravings and 
representative matter from the best West- 
ern writer. In its pages readers may find 
thrilling and entertaining descriptive mat- 
ter concerning all the United States west 
of the Rocky Mountains, extending as far 
north as Al: . The magazine is growing 
and extending its field rapidly. December 
edition 58,000, and increasing monthly. 


CONNECTICUT. 
Ansonia, Conn, Sentinel 
Publicher’s announcement—The SENTINEL is 
the only daily published in a community 
35,000, covering Ansonia, Derby, Shelton an: 
Seymour most thoroughly. 
Bridgeport, Conn, Evening Post 
Publisher’s announcement.—The iy ye 
Evenine Post, the pooe's aper, is the 
only evening paper that permitted the ex- 
= examiner of the Association of Amer- 
can Advertisers of New York City to 
make a thorough examination of its 
circulation books, owing an average cir- 
culation of over 10,600 paid subscribers, or 
ter circulation than all of the other 
evening papers have combined. We are 
now printing and circulating over 11,000 
copies daily. 
Bridgeport, Conn, Telegram-Union 
Publisher’s announcement.—The DalLy TELE. 
GRAM UNION is the only morning publica 
tion in a city (including suburbs) having a 
pulation of one hundred thousand souls. 
he Union is the family paper of the city 
and is delivered by carriers at the homes 
of its subscribers, therefore far more vali 
able to advertisers than papers sold upon 
the street. The TELEGRAM-UNION permitted 
the examiner of the Association of Ameri- 
can Advertisers to make a thorough exam- 
ination of its circulation, and proved to 
his entire satisfaction that the 9,500 daily 
readers that were claimed are bona fide 
and paid subscribers. We are now print- 
ing over 10,000 copies daily. 
New Haven, Conn, Palladium 
Publisher’s announcement.—The New Haven 
PALLapDIvmM is the only morning paper that 
permitted the Association of American Ad- 
vertisers to make a thorough examination 
of its books, proving beyond a doubt that 
the paper had all it claimed. The PaLa- 
pium carries all the local advertising, a 
sure sign of its worth athome. Weare now 
printing ard selling over 8,000 copies daily. 
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New Haven, Conn, Register 
Publisher’s announcement.—The REGIsTER, 
with largest circulation in its history in 
1904, is by far the best advertising medium 
and most influential paper in the largest 
city in Connecticut. It reaches the buying 
class and always brings best results. ny 
local advertisers use no other medium. A 
number doubled their appropriation last 
gone. Carries mae aga oe etter | 
an any paper in city. One-qu page 
ad last Cl received 850 repiles. ——s 
and best equipment in city—two Hoe 
presses, seven linotypes. If you want re- 
sults, the RecisTer meets the test. 

New Haven, Conn, Union 

Publisher’s announcement.—The New Haven 
UNION shows a sworn average circulation 
for 1904 of 16,076 copies daily. It’s the only 
one-cent publication in New Haven that 
reaches the classes as well as the masses. 
Everybody reads the Union, because it is 
right up to date. Advertisers get results. 

e guarantee our circulation and prove it 
by carriers’ receipts, post office and express 
receipts, and my A by our circulation 
books and paper bills. Our rate per thou- 
sand for guaranteed paid circulation is 
cheaper than that of all the other evening 
papers combined. The Union is the only 
evening paper in New Haven that per- 
mitted the Association of American Ad- 
vertisers to examine its circulation books, 
subscriptions, proving fully that the Deper 
subscriptions, proving y that the paper 
had all it claims. 

New London, Conn, Day 

Publisher’s announcement.—It is an utter 
impossibility to cover New London without 
using the Day in the evening and the 
TELEGRAPH in the morning. The combined 
circulation of these papers exceeds 9,000 
copies daily. 

Norwich, Conn.. Bulletin. 

Publisher’s announcement.—The BULLETIN 
sets all of its matter; covers its local field 
thoroughly, besides covering all the good 
news of the surrounding towns; has its 
own carriers in Willimantic, Danielson 
and Putnam; is the only paper in tern 
Connecticut having no street ssies—all 
route service, and gives the advertiser 
more for his money than any paper in East- 
ern Connecticut. It is conceded to be the 
leading and most influential paper in its 
i ey A 

The circulation of the BULLETIN is con- 
stantly increasing and varies very little 
from day to day, but each month and year 
shows that steady, substantial gain that 
all advertisers like. There is a possible 
7,000 circulation in its field, and every effort 
is being, and will be, used to carry it to 
that figure. 

Stamford, Conn, Photo-Ameriean 

Publisher’s announcement.— PHOTO-AMERI- 
CAN gives away $500.00 in prizes for pictures 
every year. 


DELAWARE. 

Wilmington, Del, Every Evening 
Publisher’s announcement.—The circulation 
of Every EveENING exceeds 11,000 copies 
daily, and is guaranteed to be more than 
the combined circulation of any other two 
daily newspapers published in Delaware. 
Its value as an advertising medium is 
double that of any other newspaper in the 
State. Results in advertising prove this 
assertion. It carries more “Want” ads than 
all the other papers in the State combined. 


DISTRICT OF COLUMBIA. 
Washington, D.C., Army and Navy Register 
Publisher's announcement.—The ARMY AND 

Navy REGISTER was established twenty- 

seven goers ago under title “The United 

States wymy by ny” for the purpose of 

supplying to the Army, Navy, MarineCorps 

and Revenue Marine Service a wholly sat- 
isfactory weekly newspaper for three dol- 
lars perannum. The REGIsTeR was imme- 
diately welcomed by all arms of the Serv- 
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ice and has since remained a favorite. The 
ReaisTer, alone of weekly publications, 
has improved its form and extended its 
conus within the past five years. It 

ts 82 pages each week and copiously 
Riustrates the Cy! matter. During the 
year 1904 it printed 47,501 lines of display 
apvertieng. patter m more than the next 
highest of its class. Officers, their families, 
and enlisted men, have, for the most part 
to to purchase by mail articles ror personal 

Fy spend hundreds of thousands of 

)~ S with the ARMY AND Navy REGISTER’s 
advertisers each year. “It. is the best Serv- 
ice paper ever published.” 


FLORIDA. 
Jacksonville, Fla, Metropolis 
Publisher’s Cupouneenent — De Jackson- 
— wie. METROPOLIS is Jacksonville’s 
per. The sworn "clreulation _— 
is ows 8,760 copies daily. We aren 

printing and — over 9, cate daily, 
which is by far the — circulation 
ever attained by any aper in 
Florida. The population of ro sonville 
is over 40,000 souls. We cover Jackson- 
ville most thoroughly and have a large 
circulation in Leesburg, Lakeland, San- 
ford, Starke, Palatka, Deland, Green Cove, 
Fernandina, Tallahassee, Ocala, Orlando, 
St. Augustine, Carrabelle, Pablo, Kissim- 
me, conver. Live Oak, Madison, Mayport, 
etc. In fact, if you use the METROPOLIS 
zee cover the ity of avy and 
orida most thorou hly. The METROPOLIs 
is the e only paper in _ a! . that per- 
mitted the Association of American Adver- 
tisers to make a thorough inspection of its 
cireulation books and proved all it claims. 


GEORGIA. 
Atlanta, Ga, News 
Publisher’s announcement.—A_ remarkable 


success in Southern journalism; another 
a for the penny A... ably edited; 





hasin le pos- 
Pai ong, lange porchoatn power. verage 
ILLINOIS. 


Belvidere, Ill., Republican. 


Publisher’s announcement.—Sworn state- 


ment for 1904: Daily REPUBLICAN, 1,650: 
Semi-Weekly REPUBLICAN-NORTHWESTERN, 
2,150, e absorbed the old Belvidere 
Northwestern in Sagener, OE, 908, and old 
Belvidere Standar es Don’t 
overlook this rich field. 
Chicago, Ill, Bakers’ Helper 
Publisher’s announcement.—BAKERS’ HELPER 
is the — largest, most widely read 
—— for master bakers in America. 
‘or its sanding in the trade, ask any baker 
lasge enough to be known away from home. 
‘or its = in selling goods to bakers, 
ask any dealer in bakers’ supplies, any 
maker of bakers’ machinery, any builder 
of bakers’ ovens. 
The only 4 journal for bakers. 
n every State and Feceslenr 
and in 27 foreign lands and provinces. 
Chicago, Ill., Breeders’ Gazette 
Publisher’s announcement.—The beate, od 
American prosperity is AGRICULTURE. The 
right arm of agriculture is LIVE —, , The 
one. horses, sheep and swine e 
~~ Jaites States are worth three milion dol- 
The representative newspaper of _ 
baste | any is THE BREEDERS’ GAZETT! 
to 60-page weekly. Established in 1881. 
The growth of its circulation has been 
steadily forward. No name is kept on its 
subscription list after the period paid for 
in advance has expired. Its circulation 
is therefore made up of live subscriptions. 
Advertising vate a a line, with dis- 
counts on large or 
Full information and detailed circulation 
statement sent on application. 





Chicago, 111], Comm. Telegraphers’ Journal 
Publisher's —Every 





of the growing Commercial Tele hers’ 
Union reads the Journat—the officls a pub- 


lication. Its sad includes 35,000 commer- 
= Wo, eee was. of gg America. Our J an., 
500. Will print 10,000 by 
uly. The comnantel telegra; hers own 
A Reach them through our columns. 
Chicago, Ill, Dental Digest 
Publisher’s announcement.—The DENTAL 
Digest is the only dental journal not con- 
trolled by the Dental Trust. It is the offi- 
cial organ of the National Dental Associa- 
tion, Dental Poeeeve Association, Illinois 
State Dental Svc ety. Pennsylvania State 
Dental Society, Mich gan State Dental Asso- 
ciation, National Association Dental Exam: 
iners,and many other leading dental or- 
ganizations. Not a house organ. Carries 
twenty pages more advertisements, repre- 
senting 30 more advertisers, than ony other 
dental journal. The only dental journal 
that will prove its circulation by postoffice 
receipts, and the only one which hasalways 
furnished a circulation statement to the 
Directory. Recognized as the leading dental 
publication by the profession and trade. 
west advertising rates, circulation con- 
sidered. Guarantee at least 8,000 copies 
each issue for 1905. 


Chicago, Ill, Jour. of Am. Med. Ass’n 
Publisher’s announcement.—It affords the 
opportunity to place an advt. before more 
= one-third of the regular physicians 
the U.8. Ask your physician which is 
the most popular medical publication. 
Chicago, Ill, Legal News 
Publisher's announcement.—The Chicago Le- 
gal News Company was incorporated by a 
aoe charter a1 rr approved by the Governor, 
Z b. 27, 1869. nm 5 of the charter is as 
‘ollow: 


7 Section 5. Any notice or advertisement, 
— by law or the order of any court, 
published in any newspa - shall be 
as good and valid if published in the Chi- 
cago LEGAL News as in any newspaper, 
and the certificate of the president or sec- 
retary, under the seal of said company, of 
bl Py of any notice or advertise- 
, Shall be sufficient evidence of the 
Publication therein set forth.” 
The cago LEGAL NEws yf ~ a 
which poeraad under the U. 
Law are published in aa 
Chicago, Ill, Sugg2stion 
Publisher’s announcement.—The sworn bona 
tide circulation of SUGGESTION for January, 
1905, is 20,000 copies. 
Yorkville, Ill, Record 
Publisher’s announcement.—Kendall County 
is made up of a wealthy farming commu- 
nity, with nine prosperous villages. The 
ReEcorD has been published 41 years by 
Jobn R. Marshall, and is a household neces- 
sity. 1,875 copies ' are printed every issue. 


INDIANA. 

Evansville, Ind, Journal-News 

Publisher’s announcement.—The JOURNAL- 
News is the only evening puper in a city 
pacntnn Ke %,000 population. Evansville is a 
manu facturing center, and therefore a 
workingman’s town, which means that the 
pate gn org bes no 7 to ae the morn 
ng paper and buys his evening paper on 
his way non every line of which he reads 
thoroughly. We guarantee that our even- 
ing au Bonday itions average over 14,000 
copier each issue, or a larger circulation 
than allof the other papers have combined. 

Terre Haute, Ind, Tribune 

Publisher’s announcement.—Prior to the 
merging of the DaiLy TRIBUNE and _ the 
Gazette, the two evening a. on June 
15, 1904, the TRIBUNF’s circulation was 9,000; 
since that date 11 ,000—making the average 
for the year 10,000. 





IOWA. 
Davenport, Ia, Democrat and Leader 
Publisher's announcement.—DEMOCRAT AND 
LEADER; fifty years under one manage- 
ment. Plant thoroughly modern and most 
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extensively equipped in Eastern Iowa. 
Circulation, within the city, guaranteed 
larger than any Davenport daily. Sworn 
aver. last six months 1904, 5,719; +» 6,026; 
Jan., 1905, 6,085. See “Roll of Honor” for 
future growth. A home paper read by in- 
telligent classes of the purchasing element. 

Des Moines, Ia., Capital. 

Publisher’s announcement.— The present 
daily average circulation of the CaPiTaL 
exceeds 39,000. In December the CaPITaL 
bad ‘ts annual Bargain 7 subscription 
offer, at which time it received 5,000 new 

- subscribers. The advertising rate at pres- 
ent—January, 1905—is 5 cents an agate line 
for run of paper. 


KANSAS. 
Hutchinson, Kar, News 
Publisher’s announcement.—The Hutchinson 


the Daily and 2,100 copies for the 
Foreign advertisers will make no mistake 
in including it in their estimate, as it is the 
only paper in that town that furnishes a 
sworn circulati stat t, as yo. will 
note from rating above. 

Iola, Kan, Register 

Publisher’s announcement.—Jan., 1905, av- 
erage, 2,541. 


KENTUCKY. 


Lexington, Ky, Leader 
Publisher's announcement.—The LEADER is 
the only afternoon newspaper in Lexing- 
ton, the chief city of the Blue Grass region 
and Central Kentucky. It is the recog- 
nized homeand family paper in acity noted 
for its colleges, seminaries, churches and 
social life. It « the only Lexington news- 
paper that files with the American News- 
paper. rectory detailed stasements of 
actual @ssues, day by day, ana its circula- 
tion books have been audited by the ex- 
rt exami of the A iation of Amer- 
ican Advertisers, and its published state- 
ments found to be’correct in every particu- 
lar. It guarantees an actual average cir- 
culation m January, 1905, as follows: 
Afternoon, 4,383; Sunday, 5,822. Guaranteed 
average for 1904: Afternoon, 4,041; Sun- 
day, 5,597. The LEADER does notallow re- 
vileges to carriers, dealers or 











uisville, Ky, Courier-Journal 
lisher’s announcement.—The CoURIER- 
JOURNAL (OO), Louisville, daily, Sunday 
and weekly. Not only has quality of circu- 
lation, but also quantity, and has a larger 
home circulation than any paper published 
in Louisville. While an old and conserva- 
tive newspaper, it has never lacked pro- 
gressiveness. It was the first paper outside 
of New York City to introduce the Mer- 
mthaler linotype machine. Its plant ie 
he largest and mostcomplete of any news- 
paper south of the Ohioriver. It is carried 
every day of the week on a special trair of 
its own to the heart of the wealthy “Blue- 
rass region,” and has a@ larger circulation 
fa that territory than any other daily. 
Owensboro, Ky., Inquirer 
Publisher’s announcement.—Daily INQUIRER 
enters more homes in Owensboro than all 
other daily newspapers—local and foreign 
—combined. Twice-a Week INQUIRER cov- 
ers Daviess, Ohio, McLean and Hancock 
counties thoroughly. Circulation books 
and press rooms open to all. Investigate 
for yourself—don’t believe the lies and mis- 
representations of competitors. December 
average—vaily, 1,952. 
Paducah, Ky., Evening Sun 
Publisher’s t.—Circulation now 
8,000. Delivered into 75 per cent of resi- 
dences in Paducah, 9 per cent on rural 
routes. Only Republican paper in district. 
Republican elected to every office at last 
election. 





MAINE. 


Augusta, Me, American Woman 

Publisher’s announcement. — The AMERICAN 
Woman is gaptes by the well-known 
Vickery & Hill Publishing Company, and 
has a monthly circulation of 725,000 copies. 
Proof of circulation on file with Rowell’s 
American Newspaper Directory, and fur- 
nished advertisers upon request. Forms 
close first Monday in month before date 
of publication. Sworn circulation for 1904, 
9,437,334 copies, or an average monthly cir- 
culation of 786,444 copies. 


Augusta Me., Comfort. 

Publisher's ement.—C has a 
bona fide monthly mailed circulation of 
one million and a quarter. You find its 
columns full of good reading matter, well 
illustrated, and of a merit ahead of the 
= mail-order magazines. That’s why 

OMFORT is read and has become the plair 
people’s popular paper. Six million read- 
ers watch for its monthly coming. It’s the 
plain, common middle classes, especia 
the ones living in the country and small 
towns, who find the city store counters 
brought right into their homes by the 
mail-order business. ComForRT has been 
the bending mail-order paper since it was 
established, fifteen years ago, and has 
always mad 
home its special field. “If you put it in 
ComFort it pays.” 


Augusta, Me, Good Stories 

Publisher’s announcement.—The Goop 
STORIES is — oy the Vickery & Hill 
Pub®%Co., of Augusta, Maine, and until Oc- 
tober, 1903, was one of the Vickery & Hill 
List. 1t has a_monthly circulation ex- 
ceeding 400,000. Proof of circulation on file 
with Rowell’s American Newspaper Direct- 
ory, and furnished advertisers upon re- 
quest. Forms close 3d Monday in month 
preceding date of publication. Sworn 
circulation for 1904, 5,450,602 copies or an 
— monthly circulation of 454,217 
copies. 


Augusta, Me, Vickery and Hill List 

Publisher’s announcement.—The Vickery & 
Hill List consists of FIRESIDE VISITOR, 
Harpy Hours and HEARTH AND HOME. 
These ape are the acknowledged leaders 
of their class, with 9 monthly circulation 
of 1,250,000 copies. Proof of circulation is 
on file with Rowell’s American Newspaper 
Directory, and will be furnished advertis- 
ers upon request. Forms close 2d Monday 
of month preceding date of publication. 
Sworn circulation for 1904, 16,271,582, or an 
average monthly circulation of 1,355,961 
copies. 


Bangor, Me, Commercial 

Publisher’s announcement.—In Bangor the 
DatLy COMMERCIAL—Maine’s BEST newspa- 
per—has twice as much circulation as any 
other paper; it also covers the important 
outside places thoroughly. Has the largest 
bona fide circulation of any paper in its 
field. Investigation invited. 

The weekly edition of the COMMERCIAL 
is the one great family weekly of Maine; 
cor..bines news and agriculture; is a LOCAL 
weekly, 96 per cent of its 28,000 subscribers 
resiuing within the S.ate; covers the pros- 
perous farming districts of Eastern, North- 
ern and Central Maine thorou hiy; has 
double the circulation of any other Maine 
paper. daily or weekly; was awarded 

nters’ Ink’s Weekly Sugar Bowl. 


Lewiston, Me, Weekly Journal 

Publisher’s_announcement.—The Lewiston 
WEEKLY JouRNALis the largest and most 
complete newspaper printed in Maine. 
Circulates in all parts of Maine and has 
large lists in Northern and Central New 
Hampshire. The Lewiston EVENING JOUR- 
NAL prints four editions deity, circulating 
in all the principal towns in Maine by the 
several trains that radiate from Lewiston. 
The family paper of Lewiston and Auburn, 
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Advertisers wishing to cover the State 
cannot do so more successfully than by 
the use of the JourNaL. Daily, Saturday 
and weekly. 

Kockiand, Me, Star 

Publisher’s announcement.—The Stak is the 
only daily paper in Knox County. Itis the 
“local” daily for Rockland, Rockport, 
Thomaston and Camden (practically one 
city), and fifty other coast and island 
towns. It covers the local field thoroughly 
and prints the news while it is news—daily. 
Advertisers get best and quickest results 
in this Ronetiory by using the advertising 
columns of the DaILy STAR, 


MARYLAND. 
Baltimore, Md, News 


Publisher's announcement.—Of the several 
mediums offered the advertiser entering 
the Baltimore field, none has more genuine 
claims thau the Baltimore News. [ts circu- 
lation is large and growing, and its meth- 
ods are straightforward and direct. The 
News is THE evening daily of Baltimore. 
It has a larger circulation in its home city 
than any other newspaper, barring none. 
The News never cuts rates, publishes no 
objectionable advertising, and prints daily 
the figures of its circulation. 


MASSACHUSETTS. 


Boston, Mass, Christian Endeavor World 

Publisher's announcement.—For eleven years 
has been represented among advertisers by 
the same three men: George W. Coleman, 
advertising manager, Tremont Temple, Bos- 
ton; C. A. Goodwin, Association Building, 
Chicago; L. B. Bromfield, Temple Court, 
New York City. 

Brockton, Mass, Enterprise 

Publisher’s announcement.—Circulation No- 
vember, December, 194, January, 1905, ex- 
ceeded 10,000. Flat ad rate, 30 cents perinch 
per day. Full position, 40 cents. Family 
paper. Carries solid page of Want ads. 

Gloucester (Mass.) Times. 

Publisher’s announcement.— Gloucester 
DaILY Times is seventeen years old: an 
evening paper. Its popularity is largely 
due to its clean and comprehensive local 
news columns. Its sworn average paid cir- 
culation for 1904 was 6,488 copies oy. It 
is an excellent advertising medium, being 
a home paper, read when the day’s work is 
over, during the leisure hours of the even- 

ing. Send for sample copies and rates. 

New Bedford, Mass,, Evening Standard 

Publisher’s announcement,—General adver- 
tisers taking up New England will find 
New Bedford, Mass., a rich and result- 
bringing field. The city is prosperous and 
a fast-growing manufacturing center. Its 
people are thrifty and well paid. Its home 
paper, the Evening STANDARD, carrier di- 
rect to the homes a class of advertising in 
which its readers have learned to place 
perfect confidence. 

New Bedford, Mass., Mercury 

Publisher’s announcement.— The Morning 
MERCURY occupies a unique position of dis- 
tinct value te every advertiserin that it is 
the only morning paper published in Bristol 
County, @ prosperous center of more than 
250,000 population. 

North Adams, Mass., Transcript. 

Publisher’s announcement.—A thriving, busy 
little city; large print works, woolen and 
cotton mills, machine shops and shoe shops 
—all paying good wages, balanced by a 
strong element of the solid, old New Eng- 
land stock—that’s North Adams. A coun- 
- 4 of little independent farms, dotted 
with prosperous manufacturing plants, 
worked by a class of people nuted for their 
thrift and intelligence —that’s northern 
Berkshire. The whole knit into a commu- 
nity, with North Adams as a trading cen- 
ter. by three competing trolley companies. 


these people has been the TRANSCRIPT. a 


home paper in a community of homes—not 
the paper of a class, but the paper of a 
community. 
The daily average number of TRANSCRIPTS 
rinted during the last three months of 
904 was 6,1 le 
The Weekly RANSCRIPT has a circulation 
exceeding 1,200, entirely among the farm- 
ers of the surrounding territory. 
Worcester, Mass, Evening Post 
Publisher’s announcement.—The Post has a 
larger circulation within the corporate 
limits of Worcester than any other news- 
paper. It has three times the net paid cir- 
culation of any other evening newspaper 
published in Central Massachusetts. It 
goes into more Worcester homes than any 
other paper. 


MICHIGAN. 

Detroit, Mich., Journal 

Publisher’s announcement.—The sworn aver- 
age daily circulation of the Detroit Jour- 
NAL for the year ending December 31, 1904— 
exchanges, samples, spoiled copies and un- 
sold office pepets and papers used by em- 
ployees being deducted—was 57,865. 

Holly, Mich, Herald 

Publisher's announcement.—Every subscrib- 
er to the HERALD is paid in advance, and 
its circulation thoroughly covers one of 
the most prosperous village and farm sec- 
tions in the country, which can be reached 
in no other way. 

Jackson, Mich, Patriot and Press 

Publisher's announcement.—Reach 85% of the 
local daily newspaper readers of Jackson 
and vicinity without duplication of circula- 
tion by placing your advertising contracts 
with the MorniInc Patriot and EVENING 
Press. Combination rates. Both republi- 
can and democratic readers reached. Av- 
erage sworn circunation tor year ending 

ember 31, 19044: EvENING PRESS, 3,447; 

MorNING PaTRIOT, 3,158; SUNDAY PaTRIOT, 
3,869, and WEEKLY PaTRIOT, 2,724. 

Port Huron, Mich, Herald 

Publisher's announcement.—The Dat.y Hes- 
ALD has the largest circulation in Port 
Huron. It carries more local advertising 
at better rates than eur other daily in 
Seventh Congressional district. Live, en- 
ergetic, independent. Best local and tele 
graph news service, Rural routes covered. 

fficial newspaper. 

St. Johns, Mich, News 

Publisher's announcement—Largest cire. any 
weekly in U. 8. in town size of St. Johns. 
Field, 30,000 population, with no daily. 


MINNESOTA, 
Minneapolis, Minn., Journal 
Publisher’s announcement.—During 1904 The 
JOURNAL Carried 222,992 more lines of adver 
tising in 314 week-day issues than any other 
Minneapolis ait and Sunday paper car- 
ried in 365, including 52 big Sunday issues— 
this, too, in spite oi the fact that The Jour- 
NAL refused over 184,000 lines of objection- 
able medical display and classified adver 
tising, which it would not accept, and 
which its competitors carried. The Jour- 
NAL leads all papers in Minneapolis, St. 
Paul and the Northwest in the character 
and volume of local, beeps land, real 
estate, financial, book and educationa! ad- 
vertising, and in classified advertising that 
counts. The JOURNAL reaches a greater 
number of the purchasing classes and goes 
into more homes than any other paper in 
its field. Its advertising columns are more 
valuable and produce more for the money 
‘ mpensed than those of any other paper in 
eid. 

The JouRNAL is recognized throughout 
the Northwest as ‘‘ The paper of chenastar 
that does things.” The public looks to it 
to lead every movement — commercial, 
social, political, patriotic. 


Minneapolis, Minn, Tribune 
For over half a century the “paper” of Publisher’s announcement. 


—The TRIBUNE 
publishes each week more general adver- 
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preg J than any other daily newspaper in 
the Northwest. Its daily average circula- 
tion for the last three months of 1904shows 
an increase above the daily average for the 
entire year as reported above. The daily 
ave’ was 92,222, Sunday 722i. 

The TRIBUNE has always made a complete 
repor. of its circulation in Roll of Honor 
in Printers’ Ink. The TrisuneE is the only 
Minneapolis daily that regularly publishes 
a detailed —— of its circulation in 
its own column 

The TRIBUNE is the recognized Want ad 
medium of Minneapolis and has been for 

many years. It is the oldest Minneapolis 
daily and has over 92,000 subscribers, over 
— CO mg day above any other Minneap- 


The ening TRIBUNE ove has a larger 
cir n Mi by m 4 thou- 
sands, than a other evening pa 

The TRIBUNE publishes over 80 columns 
of Want advertisements every week at 
full price (average of two pages es a day), 
no free ads; price covers both morning 
and evening issues. No other Minneapolis 
daily carries anywhere nearthe number of 
paid. Wanted ‘ermal or the 

amount in volum 

The Evening TRIBUNE and the Morning 
TRIBUNE are identical in all departments 
except current news, which ir taken up to 
both the morning and evening hour of clos- 
ing. It is guaranteed that the issues do not 
reach the same subscribers. The delivery 
insures the reader a paper in the evening 
or morning as suits the pleasure of the 
home where taken. All advertisements 
anes in both papers for the b>) one = 
uoted. we Th me sa TRIBUNE, 60,000; 

ing, 82,000). Minneapolis ciroulation 

alone of the , is over 40,000 daily. 

State’s circulation (exclusive of Minneap- 

olis), 50,000. 

St. Paul, Minn, Despatch 
Publisher’s announcement.—The St. Pav. 

Dispatca reaches 90 per cent of the homes 

in itscity. Many of the large local adver- 

tisers use no other paper. Carries more 

advertising, local and foreign, than any pa- 
r in the Twin Cities. In addition toits 
ome circulation it reaches daily the best 
poome in the ney small cities and towns 
its territory. It is the yew oe gh medium 





pine belt and £ wasttos industry. Procress 
covers Southeast Mississippi, being only 
daily in one hundred miles either direction. 


MISSOURI. 

Joplin, Mo., Globe. 

Publisher’s: announcement.—The Joplin, Mo., 
GLOBE guarantees six times the circula- 
tion of any other paper published in South- 
west Missouri. 

Joplin is acity of 35,000, the commercial 
and mining center of a territory covered 
exclusively by the Joplin DaiLy GLosg, 
embracing the great zinc and lead area, 
the coal, oil, naturel gas, and smeltin 
fields of Missouri, Kansas, Arkansas an 
Indian Territory, witha pulation of over 
250,000. The annual Pro cee of this scope 
of country exceeds $50,000,000. Wages are 
high, and everybody ao money to spend. 

Advertisers who intend oe space in 
Joplin serve their best interests by usin 
the GLoBE, which carries double the loca! 
advertising of any other Joplin paper. For 
further information address any local 
wholesaler, jobber, retail dealer, or bank. 
The circulation of the GLoBe will reach 
the 15,000 mark before the first day of Jan- 
uary, 1 

Kansas City, Mo., Journal. 

Publisher’s announcement.—The total 
ceipts from second-class postage in the 
Kansas City Postoffice for the year 1904 
were $178,228.88, of which the yoy City 
JOURNAL paid $50,713. 41, or nearly 30 

Kansas City, Mo., Star 

Publisher's announcement.—AWARDED Fgs- 

RUARY 15, 1899, BY 

Printers’ Ink, THE 

LITTLE SCHOOL- 


SAS 
CITY STaR;”’ THAT 
PAPER, AFTER 
FOUR MONTHS’ 
CAREFUL WEIGH- 
ING OF EVIDENCE, HAVING BEEN PRONOUNCED 
THE ONE PUBLISHED WEST OF CHICAGO WHICB 
GIVES AN ADVERTISER THE BEST SERVICE IN 
PROPORTION TO THE PRICK CHARGED. 
THE STaR accepts all advertising on con- 
dition that the paid circulation of its er 
and 8 editions exceeds 120,000 








in the Northwest for any kind of b 
e WEEKLY Dispatcr is the recognized 

puller of its section, having over 73,000 

—_— in-advance subscribers amon ay 

prosperous farmers of Minnesota, 

sin, Mich, the Dakotas, Mont., Ia., ‘and N Neb. 


8t. Paul, Minn., Pioneer Press. 


Publisher's announcement. — Guarantees: 
First—The PiongER Press is delivered into 
more homes than any other morning paper 
in the Northwest. Second—Thereare more 
PIonvER PRESSES sold over news-stands 
than any other Northwestern morning 
newspaper. Third—Thereare more PIONEER 
Presses sold on the streets of the Twin 
Cities then any other morning newspaper. 
Fourth—The PIonEER Press has the largest 
circulation—paid at full rates—of all the 
morning newspapers in the Twin Cities 
andthe Northwest. Acivertisers may in- 
corporate the foregoing in their advertis- 
ing contracts. 

Winona, Minn, Republican and Herald. 

Publisher’s announcement.—The REPUBLICAN 

AND HERALD guarantees advertisers an av- 
qonge of 4,250 copies daily for 1905. Has 
largest > of any daily in Minne- 
sota outside of Twin Cities and Duluth; 
issues sworn circulation statement. Car- 
ries three times the advertising of an 
other Winona paper. Accepts only a 
vertising fitto print. Practically ina field 
all by itself. Flat rate of 11 cents per inch. 


MISSISSIPPI. 
Hattiesburg, Miss, Progress 
Publisher’s an nt.—Hattiesb 4 is 
growing in manufacturing. Center 13,000 
population; dry town; center Mississippi 





issue and that the paid- in-advance circula- 
tion of its weekly edition exceeds 225,000 
each issue, or no charge whatever is made. 
The circulation of its daily and Sunday 
editions is more than double the combined 
circulation of all the eg Kansas City 
dailies, and its advertisin te is less per 
thousand of circulation t! by venat of any 
other paper west of Chicago. Kansas City 
advertisers pay THe Star annually more 
> than they pay to all the other local 
medium 

THE Zanes Criry Times, THE STAR’s morn- 
ing newspaper, nas the same circulation 
oe THE STaR, namely, 120,000 copies each 

sue, 

Memphis, Mo., Democrat. 

Publisher’s announcement.—Official county 
paper. Guarantees largest circulation of 
any paper in Scotland County. 

St Louis, Mo, Modern View 

Publisher’s announcement.—The MopErRN 
View is the finest, most attractive, best 
read, modern liberal, illustra Jewish- 
Americar weekly in the United States. 
Reaches a class which appreciates and buys 
the best. Advertising rates reasonable. 

St Louis, Mo, Woman’s Farm Journal 

Publisher's qnnemestemt, —The Woman's 
FarRM JOURNAL, now tn its fifteenth yosr 
is the only publication fovetes to the in- 
terest of the farmers’ wives and daughters. 
Its reading matter is designed for, a) sis 
to and interests this important and Inf 
ential class of buyers. 


St Louis, Mo, Woman’s Magazine 


Publisher’s announcement.—THE Woman's 
MaGazinE, published monthly in St. Louis, 
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Mo. (THE Wortp’s Farr City), is the ONLY 
publication in the United States with a 
PROVEN circulation of “ OVER” one million 
five hundred thousand copies, EVERY issue, 
and it is the onLy publication in the United 
States that VOLUNTARILY proves its circula- 
tion EVERY issue. 


MONTANA. 
Anaconda, Montana, Standard 
Publisher’s announcement.—The STANDARD 
is Montana’s best newspaper. It carries 
more Butte, Anaconda and State advertis- 
ing than any other Montana paper. Largest 
bona fide circulation in its field. 


NEBRASKA. 

Lincoln, Neb., State Journal 
Publisher’s announcement.—The STATE JouR- 
NAL is the only morning paper in Lincoln 
and the Evening NrEws is the oldest and 
strongest evening paper, the combined 
daily average circulation for November 
being 28,251. The circulation has been cer- 
tified by the Association of American Ad- 
vertisers. Nearly every family in the city 
reads one or the other of these papers, in 
large territories the average being 97 per 
cent of the homes—all delivered by our 
own carriers. There are very few cities 
where such a large proportion of the people 
can be reached with one medium. All ad- 
vertisements appear in both papers for one 
ice. They cover Nebraska thoroughly. 

ant ads one cent a word. 


NEW JERSEY. 
Jersey City, N. J., Evening Journal 
Publisher’s announcement.—The EvENING 
a. & strong Republican paper, is 
to be the leadi: 


conced ng paper in Hud- 
son Sean. the strongest Democratic 
county in New Jersey. Inspection of its 


columns at once shows the reason. More 
completely than any other paper it repre- 
sents the greatest number of local interests 
in its district. 

It is a two(2) cent paper, with a home, 
not a street circulation among the people 
w > ve the means to purchase goods 
vi 5 

Its circulation is continually and stead- 
ily increasing. 

a a A 
n . 3; in 3 
19,012; in 1904, 31,106, 

For the last three months of 1904 it was 

21,816, and is still growing. 

Morristown, N J, Daily Record 
Publisher’s announcement.—Read and es- 
teemed by everybody; covers whole field; 
remarkable results; only Want medium. 
Newark, N. J., Evening News 
lisher’s announcement.— The Evenin 
News circulation largely exceeds that « 
any other newspaper in New Jersey. lt 
presents an exceptional opportunity to 
advertisers to reach through »ne medium 
the od of a city mumbering 280,000 in- 
habitants and suburban communities num- 
bering about 150,000 more It thoroughly 
covers the field and is delivered by com- 
m3 carrier system in nearly every home 
in — and the ee, towns, 
msable for all who wish to reach the buy- 
classes. The News is a strictly up-to- 
da on two-cent evening newspa- 
r, with a circulation of about 60,000 cop- 
ies. The Sunday News is of the same char- 
acter, including a handsomely illustrated 
magazine section, and issold for threecents, 
Cc F. Dopp, Business Manager. 
E. A. WESTFAL! 
New York Representative, 
Temple Court, New York. 
WILLiaM H. Howes, 
Advertising Manager. 
Publication Office, News Building, 215-217 
Market St., Newark, N. J. 
New Market, N. J., Advertisers’ Guide. 
er’s announcement.—The ADVERTIS- 
Re’ GuipE covers the mail order trade. 


Size of page, 6x9 inches; number of col- 
umns to page, 2; number of lines tocol- 
umn, 90; width of column, 21-3 inches. 
Forms close 24th of each month preceding 
- Sielece teas is espe ee per 
ne; $1.20 per inch; 14 page, $4.50; page, 
$9.00; 1 page, $18.00 Time discounts— 
None. Space discounts—None, 
notices are not inserted at any price. No 
commission allowed. No accounts opened. 
Cash with order always. Address STANLEY 
Day, New Market, N. J. 


Trenton, N J, Times 


Publisher’s announcement.—Trenton, only 
New Jersey city of importance free from 
metropolitan infil ; fi ial, indus- 
trial, political, shopping center, dominat- 
ing rich, populous suburban and agricul- 
tural territory. Four trolley systems, hav- 
ing eight divisions; $1,000,000 monthly paid 
in wages in factories alone. Six banks. 
$16,000,000 deposits, equivalent to $210 per 
capita; 16,737 depositors in single savings 
bank (2 percent of city’s population); aver- 
age deposit, . TIMES, Only afternoon 
daily; only independent daily; covers field 

ietely. Sworn daily average Nov. 1, 

. 1, 1905, 15,805; Jan., 1905, 15,646— 
90 per cent more circulation, 200 per cent 
more classified advertising than other dal- 
lies combined. Only Trenton daily (1) pub- 
lishing net circulation figures, (2) refusing 
objectionable advertising, (3) maintaining 
card rates, (4) conducting no circulation 
schemes. Send for sample copy and rates, 


NEW YORK. 
Binghamton, N. Y., Republican. 
Publisher’s announcement. — Binghamton’s 
only morning paper, the afternoon fleld 
being divided among three papers. Several 
of Binghamton’s largest retail stores re- 
cently increased their regular spaces in 
the REPUBLICAN and confined their after- 
noon advertising to one paper. The Rs- 
PUBLICAN has a strictly home circulation. 
Only one edition—that delivered to the 
homes. No street sales. Covers all rural 
free delivery routes same morning as 
— On most routes practically every 
armer is a regular subscriber. Only Re- 
ss daily in the overwhelmingly 
publican County of Broome. A medium 
that is highly successful in appealing to 
women and the advertising of medium 
and high grade articles. No objectionable 
advertising accepted. Report of last ex- 
amination by Association of American 
advertisers, November 3d, 1904, mailed on 
request. 
Brooklyn, N. Y., Chat. ’ 


Publisher’s announcement.—Cuat_is the 
pioneer free distribution paper. Its 30,000 
circulation reaches that number of pros- 
perous families, a large proportion of 
whom own their own homes. It is used by 
the LS oay aged of the large Broadway mer- 
chants, to the exclusion of all other Brook- 
lyn papers. It is a newspaper in eve 
sense of the word. Those introducing 
specialties have only to place their goods 
in a few stores, for all who read their ad in 
CuaT are within easy distance of the deal- 
ers. Rates and sample copies on applica- 
tion. Established 1 

** Sales from our adsin the WEEKLY CHAT 
far exceeded our expectations. In propor- 
tion to the cost and territory covered, it is 
one of the very best advertising mediums 
we have ever used, and we compliment 
youon its ”—Columbia Phonograph 
Co. Gen’l—New York. 

Geneva, N Y, Independent 

Publisher’s announcement.—The INDEPEND- 
ENT is delivered by carriers to every home 
and business place in Geneva and to 25 per 
cent of the five R. F.D. routes by mail 
every Thursday. To cover Geneva and 
vicinity, use the INDEPENDENT. Circulation 
guaranteed. W.S. Lyon, publisher. 

Hornellsville, N Y, Times 

Publisher’s announcement.—Enlarged to 
eight pages, web press, three linotypes, 
Associated Press wire. Only morning pa- 
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per in twelve counties, hence oy R. F. D. 
medium. Population and circulation grow- 
ing. Tabulated statement furnished with 
each bill and reduction made if circulation 
falls below 5,000. 

Newburgh, N. Y., News 

Publisher’s announcement.—The News can 

show the largest — circulation in South- 

ern New York outside of the metropolis, 
and accepts advertising on a distinct and 
unequivocal guarantee that its circulation 
is three times that of the other two 
Newburgh dailies combined, and five 
times as great as either one of them. Cir- 
culation examined and guaranteed by 
Association of American Advertisers. 

N. Y. City, Army and Navy Journal 

Publisher’s announcement.—The ARMY AND 
Navy JOURNAL has for over 41 years been 
recognized as the representative Service 
paper of America. e high standing of 
the paper and the exceptional quality of its 
circulation have been recognized by the 
editor of this Directory by the award of 
the “Gold Marks”—a distinction which no 
other military paper has attained. This 
estimate confirms the opinion of a large 
class of advertisers who have used the 
JOURNAL’S columns for years, finding that 
they can reach the entire Army, Navy. 
Revenue Cutter Service and National 
Guard field most effectively and econom 
ically in this way. No advertiser can fully 
cover this important field without using 
the ARMY AND Navy JOURNAL. . 

N. Y. City, Automobile 

Publisher’s announcement.—The AUTOMOBILE 
has the largest paid-in advance subscrip- 
tion list of any paper devoted to automo- 
bilism, and has the lowest advertising 
rate per thousand circulation, carries the 
most business, and its clientele is the best. 

The subscription books are open at all 

times to those interested. 


N. Y. City, Blacksmith and Wheelwright’ 
Publisher’s announcement.—the BLAcK- 
SMITH AND WHEELWRIGHT is the pioneer 
ournal of its class in the world, having 
en published for twenty-five years. It 
is the recognized authority on all matters 
pertaining to the trade to which it caters. 
Advertising rates made known on appli- 
cation. 
N. Y. City, Christian Work and Evangelist 
Publisher’s unnouncement.—During the past 
ear THE CHRISTIAN WORK AND EVANGELIST 
asentered many new homes—more than 
any year previous during its long existence 
of more than “‘three score and ten years.” 

It has now the largest paid circulation of 
any high-priced, undenominational relig- 
tous newspaper in the United States. 

Over ten thousand (10,246) new paying 
subscribers have been added to our list 
during the last half of the year just closed. 

Our circulation is bona fide, and we are 
mec oo atall times to be given the oppor- 

unity to prove it. Our 3ubscription and 
mailing lists are always open and access- 
ible to advertisers for that purpose. Pres- 
ent circulation 28,250 (Feb. ) 

N. Y. City, Jewelers’ Circular 

Publisher’s announcement.—Since the con- 
solidation of the Jewelers’ Weekly and the 
Jewelers’ Review with the Jewelers’ Circu- 

lar, the JEWELERS’ CIRCULAR-WEEELY is 

the recognized independent organ of the 

jewelry and kindred trades. 


N. Y. City, Clipper. 

Publisher’s announcement.—The New York 
CLIPPER reaches the theatrical profession 
everywhere. It is the oldest, most reliable 
and widely circulated paper of its kind ex- 
tant. Advertisers in it always obtain satis- 
factory results. Every line of its contents 
is carefully censored, and nothing of an 
objectionable character is allowed to ap- 
pear in its pages. 

N. Y.City, Electrical Review 

Publisher’s announcement.—The ELECTRICAL 

is the oldest electrical weekly in 
America. Its advertisers reach the elec- 
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trical, mechanical and engineering inter- 
ests, electric light stations, telephone ex- 
changes, steam and street railways, and 
all those engaged in the scientific and in- 
dustrial applications of electricity. Adver- 
tisers receive the best typographical care 
and may have the benefit of this journal’s 
art and engraving departments. Ihe ELEc- 
TRICAL REVIEW is an independent, elec- 
trical weekly of general circulation, not 
associated with any technical journal 
combination. Its editorial and news de- 
partments and list of special contributors 
are not excelled, if equalled, by any tech- 
nical journal. As the result of an elaborate 
personal call campaign, begun four years 
ago, and still continuing, the ELECTRICAL 
REVIEW has steadil — in number of 
readers of the best class, and it has the 
largest circulation of ony electrical 
weekly. This may be verified by reference 
to copies of this Directory for 1903 and 1904. 


N. Y. City, El Comercio. 
Publisher's announcement. — EL ComMERCIO 


was established in 1875 and isthe oldest 
Spanish newspaper and the oldest exe 
port journal nublished in the United 
States. Ithasan extensive, guaranteed 
circulation throughout Mexico, West In- 
dies (including Cuba and Puerto Rico), 
South and Central America, Spain, Portu- 
gal, oe Islands, etc., and is un- 
equalled as a medium for merchants 
and manufacturers seeking foreign trade. 


N. Y. City, Everybody’s Magazine 
Publisher’s announcement.—The edition of 
EVERYBODY’S MAGAZINE reached a million 
copies with the April, 1905, issue. 
N. Y. City, Globe 
Publisher’s announcement.—In accordance 
with the requirements of the American 
Newspaper Directory it was necessary to 
make a statement of the average circula- 
tion of the GLosBE for one year from Febru. 
ary 1, 1904. The average for this period, 
103,516 does not do the GLoBE full Justice, 
because it was on Feb. 1, 1904, that the Com- 
MERCIAL ADVERTISER was re-named the 
GLoBE. The average for the early months 
of the period were, of course, very much 
lower than .owards its close, the actual 
average net paid circulation forthe five 
months presemes. February 1, 1905, being 
127,516. Itshould be noted that the GLOBE 
has given no return privilege to dealers 
during the past year, and the statement 
of circulation is for copies actually sold 
and not copies printed, as permitted by 
the egies’ 
The actual monthly daily averages for 
the year were: 





February.......... picnbenpuconnied 71,500 
March oone -» $4,031 
April...... 98,363 
PS 111,369 
June...... 114,587 
, oe 117,023 
August eveeeeeell9,474 
September ~ -125,1 
October - -126,612 
November ..180, 
December 127,521 
January 128, 


N. Y. City, Haberdasher 

Publisher’s announcem 2nt.—In 1908 the Cloth- 
ing Gazette was absorbed by and merged 
into the HABERDASHER, making ——_ 
teed and sworn circulation of 7,000 copies 
monthly. Post office receipts exhibited. 


N. Y. City, Leslie’s Monthly 
Publisher’s announcement.—The _ present 
average circulation of LESLIB’s MAGAZINE 
is 300,169 per month. No magazine ger, 
lished at any price has a better quality of 
circulation. 
LEs.ir’s is the only magazine to increase 
its circulation 5',0C0 a month during the 
ast year without increasing its advertis- 
im rates. 


N. Y. City, Leslie’s Weekly 

Publisher's announcement.—We earnestly 
recommend to your attention for your 1905 
advertising, LEsLIZ’s WEEKLY, America’s 
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oldestand yet best illustrated paper. We 
have at the present time a guaranteed 
circulation of nearly one hundred thou- 
sand copies each week. Nearly sixty thou- 
sand are regular subscribers; balance is 
handled by the news companies-and deal- 
ers. Wecan commend this publication to 
you and your clients for 1905. 

We shall make every effort to be justa 
little ahead of the procession. 

Actual average year ending August, 1904, 
pn A Present average over 75,000 
weekly. 

LEsLig’s WEEKLY-— William L. Miller, Ad- 
vertising Manager, 225 Fourth Avenue, 
New York. 

N. Y. City, Music Trade Review 
Publisher’s announcement.—The Music 

TRADE REVIEW has won the highest position 

in trade journalism. In circulation, stand- 

i and influence its superiority is univer- 

sally recognized. Was given the Grand 

Prix at the Paris Exposition of 1900, and 

the Gold Medal at St. Louis, 1904. 

N. Y. City, Pharmaceutical Era 
Publisher’s announcement.—The ERA guar- 

antees its advertisers a circulation of 10,000 

or more copies zach week. It is the only 

weekly in its field, the recognized newspa- 
per of the drug trade, and covers that 
trade more gee | and hem gd than 
any other medium. D. O. Hayngs, editor 
and publisher. 

N. Y. City, Rural New Yorker 

Publisher’s announcement.—Circulation for 

195, guaranteed, 75,000 weekly. Records 

always open to inspection. 

N, Y. City, Sewing Machine Times 
Publisher’s t. — Reach the 
active element of the sewing machine 
trade—dealers and agents. All Looks and 
circulation data open to advertisers and 
the public. Smallest issue since 1901 was 

2,250 copies. 

N. Y. City, The Caterer 

Publisher’s announcement.—The CATERER 
covers, and covers thoroughly, the hotel, 
club, and high-class restaurant business. 

It is the largest paper of its kind in Amer- 

ica and has the largest circulation of its 

class in the world. It opens an exception- 
ally rich and constantly increasing field to 
the advertiser. 

Sample copies and advertising rates sent 
promptly on application. 





Poughkeepsie, N. Y., Evening Star 
Publisher’s announcement.— Under new 


management the EVENING STaR has nearly 
doubled its circulation in the last six 
months. Now selling more than 3,500 daily 
and growing every day. Only one cent pa- 
per in city; largest and best. Big mailand 
county edition at $2.50 year, circulated 
daily by rural deliverv. Read by all classes. 
Only daily with live Want ad department. 
These are the magnets that omg all best 
advertising into the Star. They prove it 
ys. Only daily that sells on street, com- 
ting with New York Pa rs. Prints fine 
alf tone cuts with daily news stories. 
Fully covers own local and county field, 
and is only daily in city that stands the 
test of ‘‘keyed” ads in any line of business. 


Schenectady N. Y., Evening Star 
Publisher’s announcement.- Began printin 


on new Hoe 24-page press February 2. Wil 
guarantee average daily circulation for 
coming year of over 7,000. 


NORTH CAROLINA. 


Charlotte, N C, News 
Publisher’s announcement.—Leading even- 


ing paper in two Carolinas in size, circula- 
tion and advertising. Circulates in most 
rosperous section of these States. Half 
he cotton mills of the South (more than 
800) within 100 miles of Charlotte. 
ts circulation figures and the fact that 
it circulates among the most prosperous 
farmers of the two Carolinas tell the whole 
story. 
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OHIO. 

Canton, Ohio, News Democrat 

Publisher's announcement.—Seventy one 
years old; high class; results guaranteed. 

Cincinnati, Ohio, Billboard 

Publisher’s announcement.—The BILLBOARD 
made wonderful ane in circulation dur- 
ing the year 1904, hile its average for the 
entire year was only 13,647, the average for 
the third quarter of the year was 15,171 
and for the last three months of the year 
17,078. On several occasions it printed over 
20,000, There is every indication that dur- 
ing 1905 it will touch and perhaps exceed 
30,000. It reaches theatrical and circus 
people, not only in America, but through- 
out the entire English speaking world. It 
is the only paper rapt a department 
to fairs, expositions, street fairs, carnivals, 
etc., and reaching the vast army of conces- 
sionaries and privilege people of America. 
Fair followers in all lines read it regularly 
as do street-men, sidewalk salesmen an 
itinerent agents and merchants in all lines, 

It reaches all parks, pleasure resorts and 
summer gardens and all people identified 
therewith in any capacity. The BILLBOARD 
covers the entire world of the professional 
entertainer, from Lyceum and Chautauqua 
to Theatre and Grand Opera, from Mounte- 
bank to Lecturer, from Acrobat to Im- 
ene. Chicago Office, Suite 410, 172 

ashington St.; Phone, Main 1589, ew 
York Office, Suite 8, 1440 Broadway; Phone, 
2466 38th St. Issued Tuesday, dated Satur- 
day. First form closes Saturday 12 o’clock. 
Last form closes Monday 6 p. m., sharp,"at 
Cincinnati. Rate 15 cents ; er agate line. 
No discount for time or space. 

Dayton, Ohio, Daily News 

Publisher’s announcement.—The Dayton 
Daily News will guarantee a paid circula- 
tion of over 20, per issue for 1905. Fur- 
ther, will guarantee a larger circulation 
than all other Dayton dailies combined. 
Advertisers may write these conditions in 
the contract. The Daily News’ circulation 
has been investigated and certified by the 
Association of American Advertisers, 
Nineteen-twentieths of it has been proven 
to be in Dayton’s trade sphere. 

Dayton, O., Laborers’ Journal. 

Publisher’s announcement.—The LABORERS’ 
JOURNAL is the only paper in America de- 
voted exclusively to the interests of the 
LABORERS. It is the official organ of THE 
INTERNATIONAL LABORERS’ UNION, the only 
powerful organization of LABORERS in 
America. It circulates among the best paid 
LABORERS of the country. AS & means of 
reaching this class of work-people it is un- 
excelled. as well as being the only publica- 
tion through which they can be reached. 
Circulation growing rapidly. Advertising 
rates, guaranteed, for 1905, at 5 cents per 
agate line. No discount for time or space. 
Cash in advance, or Al commercial refer- 
ences. Published 15th of each month. 
Forms close on 5th. Address THE LaBor- 
ERS’ JOURNAL, Drawer 921, Dayton, Ohio. 

Hamilton, Ohio, Evening Sun 

Eublisher’s announcement.—The SUN occu- 
pies a leading and distinctive field in one 
of the strongest manufacturing communi- 
ties in America. Being the first newspaper 
to recognize union labor, it enjoys an unex- 
ampled clientele among the laboring 
classes. However, its circulation is not 
confined to that class by any means. It 
circulates in every village and hamlet in 
the county of Butler and very largely in 
contiguous counties. It is the official news- 
paper of the city of Hamilton and the 
county of Butler, and of the Democratic 
party in that city and county, being so in- 
dorsed by the controlling party committees, 

Hamilton, Ohio, Republican-News 

Publisher's announcement —Hamilton is one 
of the best manufacturing cities in Ohio. 
English speaking mechanics who own 
theirown homes. The DAILy REPUBLICAN- 
News and the Hamilton TELEGRAPH guar- 
antee .o advertisers as much circulation as 
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all the other papers in Hamilton combined. 
Proof will be furnished for the asking. 
Rates on application. 

Sandusky, O., Register. 

Publisher’s announcement.—The REGISTER 
has double the circulation of any other 
Sandusky paper. The only paper published 
in Erie County having general circulation 
in every neighborhood of the county, and 
only daily ving circulation on rural 
rou thereby reaching best communities 
out from principal post-offices. Pays more 
for te on news print paper received 
than other Sandusky papers, and over 
double their tage bills. Theonly San- 
dusky paper that permits officia] examina- 


tion of circulation and thereby proves its 
claims. Write for copy of official exam- 
iner’s certificate. 


Sandusky, Ohio, Star-Journal 

Publisher’s announcement.—The Journal of 
this city was purchased and merged with 
the Star December 26, 1904. The STaR-JoUR- 
NAL ay ge 4,725 daily circulation, or 
double that of any daily published in 
Sandusky. It is the exclusive evening pa 
per. Two editions daily. Books open ta 
verify all claims made by publishers 
Robert Tomes, Eastern Representative, 116 
Nassau St., New York, will answer inqui 
ries in person or by mall. 

Zanesville, O, Times Recorder 

Publisher’s announcement.—The Times REc- 
ORDER goes regularly into 50 per cent more 

anesville homes than any other paper. 

Ic goes into twice as many Southeastern 
Ohio homes as all other papers combined. 

It guarantees more than 10,000 circulation 
every issueof 1905, and gives the advertiser 
better returns on his investment than any 
other Ohio ——- 

It gained more than 40 per cent in both 
circulation and advertising in 1904. 

It is the only Ohio daily whose circula- 
tion is so large and advertising rates so 
low that its circulation income exceeds its 
advertising revenue. 

The fact that it gets 50 per cent more 
“Want” ads than both its contemporaries 
combined proves its strength with the 
great middle classes, and that it is the 
most effective advertising medium. 


OKLAHOMA. 
Oklahoma City, Okla, Daily Oklahoman 
Publisher's announcement.—The DaILy OKLA- 

HOMAN has asworn circulation more than 

three times that of any other daily pub- 

lished in its field, and is now printing and 
circulating over 10,200 copies daily. The 
average for 1904 was 38,104 copies. Nine- 
tenths of its subscribers cannot be reached 
through any other medium. It covers the 

ter part of its field twelve to thirty- 
six hours ahead of all other dailies. It has 
more rural route subscribers than any 
three competitors. 

Oklahoma City is the metropolis and 
railroad, commercial and es cen- 
ter of Oklahoma and Indian Territories. 
Population 40,000—more than twice the 
population of any other city in either Ter- 
aoe. It is situated 400 miles southwest 
of Kansas City and 225 miles north of 
Dallas, Texas. It has five National and 

State banks—eight in all. 

The following railroads enter Oklahoma 
City: The Sante Fe, Rock Island, the 
“Frisco,” the “Katy,” and the Oklahoma 
Clty and Southwestern. 

e OKLAHOMAN is the largest daily pub- 
lished in the two Territories, and the only 
paper giving a sworn detailed statement 
of its circulation. 

aoe of Oklahoma in 1904, 700,000. 

Of Indian Territory in 1904, 650,000. 


PENNSYLVANIA. 
Bellefonte, Pa, Center Democrat 


isher’s announcement.—La it sworn 


Publ 
circulatior for a county seat country week 
ly in Pennsylvania. 

Connellsville, Pa., Courier. 

Publisher’s announcement.— The CouURIER 
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has nearly uouble the circulation of any 
other daily newspaper in Fayette County or 
the Connellsville coke region. We guaran- 
tee a circulation exceeding 4,000. A sworn 
statement of each day’s circulation is 
printed in our news column every week, 
so that all advertisers may know just what 
amount of publicity they are getting for 
their money. 

The Dai_y Courter thoroughly covers 
all the smaller towns within miles of 
Connellsville. 


wellas being a popular weekly paper in 
the rural districts of Fayette and adjoining 


counties. Itis in consequence a valuable 
advertising medium in lines intended to 
reach such interests. 


Erie, Pa, Times 
Publisher’s announcement.—THE ERIE TIMES 
furnishes a detailed, sworn statement of 
circulation for every day in the year for 
1944, showing an average of 14,257 copies 
daily, or a larger circulation than all the 
rs published in Erie have com- 
m™eEs is the only paper that 
guarantees its circulation and bodi 
this guarantee in every advertising con- 
tract made. Compare our rating in this 
Directory with the other papers and judge 
for yourself. The daily average for Jan- 
ba February and March, 1905, exceeds 
15,000 copies each issue. 


Harrisburg, Pa, Tele,raph 
Publisher’s announcement.—That the Harris- 
burg TELEGRAPH is Harrisburg’s best ad- 
vertising medium is proven by the fact 
that during 1904 it carried many thousand 
inches more advertising than either of the 
other two dailies in Harrisburg. It has the 
largest circulation. No daily in Harrisburg 
has ever before printed as many _papers 
as did the TELEGRAPH during 1904. It is the 
only Republican newspaper in a strong 
Republican city, county and State.” 


Philadelphia, Pa., Bulletin. 

Publisher’s announcement. — According to 
the last census, there were in Philadelphia 
224,806 dwellings occupied by one famil 
each; 1,059 were occupied by three fami- 
lies and over. 

In no American city are there so many 
individual homes, in proportion to the 
total population. 

THE BULLETIN’S circulation reaches a ma- 
jority of these homes. 

The following figures show the actual 








daily average circulation of THE BULLETIN 
for 1904, BY MONTHS: 
January .... . 159,377 copies. 
February 186,890 copies. 
March 183,837 copies. 
April.. 182,679 copies. 
May... 299 copies. 
June.. 185,819 copies 
July... - 181,543 copies. 
August...... - 183,404 copies. 
September. - 185,017 copies. 
ctober....... . 187,539 copies. 
November...... - 191,168 copies. 
December............ ies. 


82> COP: 
THe BULLETIN’s circulation figures are 
net: all damaged, unsold, free and re- 
turned copies have been omitted. 


Philadelphia, Pa, Item 
Publisher’s announcement. — The Evenina 
ITEM has a sworn daily circulation of 216,106 
and the SunDAY ITEM a sworn average cir- 
culation of 222,892. THe ITzm is now the 
only —. paper in Philadelphia that 
swears to its circulation, and proves it by 
detailed statements of the sales by dealers, 
stores, etc.; also sworn to by the Circula- 
tion Manager and verified , 
grey $5,000 challenge by THE ITEM 
toal oan ean tak tee ee es 
to prove that THE ITEM had more circula- 
tion than any one, daily and Sunday, has 
been standing since October, 1902, without 
acceptance. The above facts prove, indis- 
putably, that THE Irzm has more paid cir- 
culation than any Philadelphia newspaper. 
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Philadelphia, Farm Journal 
Publisher’s announcement.—Awarddi June 
25, 192, by Printers’ Ink, the Little School- 

. maste? in the Art 

4 of Advertising, 
THE FARM 








meritsexten 

over a period o 

half a year, tha’ 

Paper, among al 

— those published 
in the United States, has been pronounced 
the one that best serves its purpose as an 
d an lor for the agricultural 
= ulation, and as an effective and econom- 
medium for communicating with them 
through its advertising columns. 
Farm JourNAL is unlike any other 
paper. 

Philadelphia, Pa., Press. 

Publisher’s announcement.—The Philadel- 
phia Press desires to emphasize the fact 
to all advertisers that owing to its clean 
make-up and distinctive features of high 
character it is omi more and more 
recognized as the rot ome and famil 
newspaper of Philadelphia and Pennsy!- 
vania. Since changing its price to one 
cent it has had a remarkable growth in 
circulation, and the high standard has not 
been changed, except in the direction of 
improvement. The is the only morn- 
ing newspaper in Philadelphia to make an 
exact detailed statement of its circulation, 
and with an average of over 113,000 each 
day for the year, and with the Gold Marks 
bestowe upon it by the American News- 
paper Directory, it has both quality and 
quantity. 


Reading, Pa., Telegram. 

Publisher’s announcement.—July 15, 1903, 
when present owners took charge, circula- 
tion did not exceed 1,000. A yes later the 
Association of American Advertisers gave 
us a certificate for 5,046. Jan. 1, . we 
guarantee over 6,000 daily and are steadily 
growing. The quality of circulation is not 
excell by any newspaper in Pennsyl- 
vania. Over goes direct to subscribers. 
Books open to examination. Rates reason- 
able. e can bring you results. Full par- 
ticulars on application to Robert Tomes, in 
c of all Fastern foreign advertising, 

116 Nassau St., New York. 


York, Pa, Daily 


Publisher’s announcement. —Guaranteed cir- 
culation over 3,500. Covers the 75 R. F. D. 























routes o1 York county thoroughly. The 
only morning newspaper in York issuing 
sworn statements. 
York, Pa., Dispatch 
Publisher's announcement.—The City of York 
is thoroughly covered by the DIsPaTcH. 
y) earriers deliver directly from the 
office. In many blocks the DIspaTcu is left 
at nearly every door. Average circulation 
for 1904 was 8,974. The DisPATCH makes 
sworn stat t of circulation, and in- 
vites investigation of its circulation rec- 
ords, cash receipts, etc. 


RHODE ISLAND. 
Woonsocket, R I, Evening Call 
Publisher’s announcement.—The CALL prints 
over 7,800 copies nightly, using its new Goss 
double-deck straightline press; capacity 
8 to 16 pases nightly. Guarantees largest 
circulation, sworn, of any paper printed in 
Woonsocket. 


SOUTH CAROLINA. 





Charleston, 8 C, Evening Post 


Publisher’s announcement.—A good, clean, 
afternoon daily, which carries the adver- 
tising of its home merchan's and brings 
them business, and can do the same for 


you. 
Published in the metropolis and chief 
seaport of South Carolina, and delivered 
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into the homes of the people by our own 
arriers, 


carriers. 

There is deposited in the savings banks 
of Charleston over five million dollars in 
small savings. The value of the garden 
trucks and long staple cotton grown within 
twenty miles of Charleston is over two 
million dollars annually, and the EVENING 
POST reaches the ple who earn and 


spend this money. Can og afford to ig- 
nore @ community like this in making up 
your list ? 

TENNESSEE. 


Chattanooga, Tenn., News 
Publisher’s t.—The Chatta- 
nooga NEWS guarantees to advertisers 5U 
a cent more circulation than any other 
hattanooga daily newspaper. There are 
354 different manufacturing concerns in 
Chattanooga, which makes this an ‘“‘Even- 
ing paper town.” The NEws carries nearly 
twice as much advertising as any other 
Chattanooga eee. 

The Chattanooga WEEKLY NEws has a 
circulation exceeding 35,000 (proven b; 
Post Office receipts, or no charge for ad- 
vertising). It thoroughly covers the best 
= of the prosperous South, and is grow- 

ng ai the rate of more than 1,000 new sub- 
scribers every week. Advertising rates ou 
application. 
Knoxville, Tenn., Journal and Tribune. 


Publisher’s announcement.—Average, sworn 
week day circulation, 16,049 daily for No- 
vember and December, 1904, leading claimed 
circulation of any other Knoxville paper 
by 45 per cent. — weekly issue, 
14,500. Books examined by Association of 
American Advertisers, 1903, and circulation 
claims verified. 

The JOURNAL AND TRIBUNE Occupies the 
exclusive morning field; — es the 
only Sunday paper in Knoxville, making it 
the — paper which can absolutely cover 
the entire city of Knoxville. Present pop- 
ulation of Knoxville and suburbs, 65, 

It is the only paper that can reach the 
42 rural routes of Knox County — 
tion, 90,000), and 500 routes in East Tennes- 
see, on the day of publication. Controls 
rural delivery circulation practically ex- 
clusively. as the largest city circula- 
tion. Pays 70 per cent of all postage on all 

apers mailed out of Knoxville by 16 pub- 
ications entitled to second-class rates. 
Certificate from postmaster, as to tage, 
sent ondemand. Also leads in quality 


Memphis, Tenn, Commercial Appeal 


Publisher’s announcement.—As shown above 
through detailed sworn statements fur- 
nished the editor of the American News- 
—— Directory, the net paid average cir- 
culation for the year 1904 of the Memphis 
Daily, Sunday and Weekly COMMERCIAL 
APPEAL was 33,965 copies daily, 47,002 cop- 
ies Sunday and 86,340 copies weekly The 
net paid circulation of January, 1904, at the 
time this Directory —_ to press, is over 
88,000 daily, 53,000 Sunday and 87,000 weekly. 
Memphis being the most progressive city 
of the South, no Southern or National ap- 
gregeeen is complete without including 
that city. 

Guarantee—It can be made part of any 
advertising contract that the CommMERcIAL 

PPEAL guarantees the largest net paid 
eee oe a 50 percent, Sunday 
by 100 per cent, and the largest net paid 
country circulation, daily by 50 a cent, ° 
and Sunday by 100 percentof any Memphis 
newspaper. 

To substantiate this guarantee, in addi- 
tion to detailed sworn circulation state- 
ments when requested, the COMMERCIAL 
APPEAL’s white paper accounts, circulation 
and cash books and press and mailing 
rooms are always open to any one inter- 





ested. 

In addition to this targest circulation, 
the circulation of the Memphis COMMERCIAL 
APPEAL is everywhere recognized as one 
earrying character, prestige and influence,’ 
with the cheapest per line r thousand 
advertising rate in the Memphis territory. 
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Memphis, Tenn, News-Scimitar 

Publisher’s announcement.—The News Scim- 
ITAR is the only afternoon paper published 
in Bomgsis Gams ® consolidation of the 
News and mitar),a city of over 150, 
population, and which is nearly 300 miles 
distant from any other competing point. 
Already it has a circulation of over 34,000 

r day (books open to all). For rates and 

fitormation write Paul Block, Special 
Representative, New York or Chicago. 


Nashville, Tenn, Banner 
Publisher’s announcement.—The Nashville 


The morning paper will aot, or does not, 
furnish information upon which an exact 
and definite circulation rating may be 
based by the editor of this Directory. 

The BanneR’s circulation for the year 
1904 averaged 20,703 daily; yet these figures 
= not represent the paper’s present circu- 

ation. 

On Feb. 7, 1905, the daily afternoon News, 
of Nashville, suspended publication, and 
the BANNER’S circulation to-day is over 
25,000 daily, and for the year 195 the daily 
average will largely exceed these figures. 
The BANNER’S circulation is largely in ex- 
cess of that even claimed by the morning 


aper. 

Pothe BANNER’sS subscription price is the 
highest, and it publishes more local and 
more foreign vertising than its morn- 
ing contemporary. 

‘or rates address Banner Publishing Co., 
Nashville, Tenn., or any recognized adver- 
tising agency. 


Nashville, Tenn, Merchant & Manufacturer 

Publisher’s announcement.—We_ reach 6,000 
country merchants in Ky., Tenn., Ala., 
Miss., Ark. and Ga.; sworn to. 


TEXAS. 
Fort Worth, Tex., DailyLive Stock Reporter 
Publisher’s announcement.—Receipts at the 
Fort Worth market last year: Cattle, 
642,906; hogs, 280,000; sheep, 109,000; horses 
and mules, 19,000. Every shipper to this 
market reads the DaiLy LIVE STOCK RE- 
PORTER, because it is the official market 
paper, the only one in the State, and in it 
only can he find reliable market reports of 
what he has to sell, and he must have it. 
These people represent live stock wealth— 
cattle, $163,000,000; horses and mules, 
,00),000; hogs, $12,500,000; sheep $3,500,000. 
ou want to do business with them ? 

The CiT1zEN is the home paper of the 
Texas stockman and farmer. These men 
represent a greater wealtb of cotton, corn 
and cattle than those of any other State. 
They have money to buy what they want. 
They read the CiTIzen, and they will read 

what you tell them in it. 


VERMONT. 

Barre, Vt, Times 

Publisher’s announcement.—More than half 
Barre’; advertisers use no other medium 
Cire’n double that of any other in Barre. 

Burlington, Vt, News 

Publisher’s announcement.—Average circu- 
lation '904, 6,018; last 6 mos., 6,625; last 3 
mos., 7,024; last mo., 7,347. Nearly iouble 
in Burlington and vicinity of any other 
paper; covers all villagesand Rurals within 
50 miles better than any other paper. 


VIRGINIA. 

Richmond. Va., Times-Dispatch. 

Publisher’s announcement.—The Times Dis 
PATCH is the leading paper of Richmond and 
Virginia, and is the only paper which thor- 
oughly covers the State of Virginia. It is 
the only morning paper in Richmond, and 
its Sunday edition is the only newspaper in 
the city on that day. The Times-Disrpatcu 


has more circulation daily and Sunday 
than any morning paper in the South, with 
the exception of Atlanta, Memphis and 
New Orleans, and has the largest two- 
cent circulation, either morning or even- 
ing, in the South, with the exception of 
the above named cities. 

The Times-DispatcH has nearly five 
thousand more circulation than the com- 
bined circulations of both the Trmzs and 
the DispatcH when they were conducted as 
separate newspapers, and the circulation 
is still growing. There is no duplication in 
the Times-DisPaTcH circulation. It is one 
paper to a home and a home for every 
paper. 

The Trmes-DispatcH goes into 90 per 
cent of the homes of Richmond and into 
thousands of the best homes in Virginia. 


WASHINGTON. 

Seattle, Wash., Times. 

Publisher’s announcement. —Average circu- 
lation, October, November and December, 
1904, 37,000 ag Hi 45,450 Sunday. Average 
January, 1905, Daily 37,181; Sunday, 46.134. 
The Times has made the most marvelous 
— of any daily paper on the Pacific 

oast since . passed into possession of its 
— publishers in 1 If the DatILy 

IMES cannot show a circulation larger by 
17,000 daily than any other paper on the 
North Pacific Coast, it will forfeit $1,000 to 
any public charity in the city of Seattle. 
Also, it will give a like sum if it can be 
shown that any other Sunday paper in the 
State of Washington has half the circula- 
tion of the SunDay TIMEs. 


Tacoma, Wash, Ledger 


Publisher’s announcement.—The Tacoma 
].t<DGER has a larger average sworn circu- 
lation than any morning daily in the State 
of Washington. It is the home paper of 
Tacoma, and is read by more people than 
any other newspaper printed or circulated 
in its field. It has a larger circulation in 
So mag em ge Rensburg, North 
Yakima, Olympia, Centralia, Chehalis, 
Aberdeen, oe, Bellingham, Everett 
and fifty smaller towns, than any daily 
newspaper published in Tacoma. It isthe 
only morning daily in Washington that is- 
sues a colored comic supplement with its 
Sunday edition. In four years the circula- 
tion of the daily and Sunday editions 
has increased nearly 100 per cent. Tacoma 
has 70,000 people. Of these nearly 10,000 are 
factory employees, with a monthly pay- 
roll of $700,000. Tacoma bank clearings for 
1904 were § 15,793,859.78, an increase of 
$17,500,000 over 1903. 

Tacoma, Wash., News 


Publisher’s announcement.—Sworn average 
daily circulation of the Tacoma DalILy 
News for the three months ending Decem- 
ber 31, 15,151. Average circulation of the 
Saturday issue for the same period, 18,089, 
The NEws one into seven-eighths of the 
homes of Tacoma and a large proportion 
of the homes _of 200 towns, comprising its 
field through Washington, Western Idaho, 
Northeastern Oregon and Alaska. Tacoma 
has a population of 70,000, Its mills and 
factories empluy 10,000 wage earners, with 
monthly payrolls exceeding $600.00. Its 
ocean commerce in 1904 amounted to 
$41,250,000. Jobbing trade, $28,000.000. Bank 
clearings, $115,000,000. al estate trans- 
fers, $7,000,000. Building improvements, 
$2,000,000. City and municipal improve- 
ments, $1,190,000. Two electric power plants 
near Tacoma generate 30,000 horsepower. 
Over 8,000 men are employed in mills, 
mines, logging camps and factories of 
tributary towns, making 18,000 wage earn 
ers reached daily by the Datty News. Ad- 
vertising contracts subject to a guarantee 
of a larger circulation in Tacoma and 
Southwestern Washington than the com- 
bined circulation of all other dailies printed 
or circulated in this field. 
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WISCONSIN. 
Janesville, Wis, Gazette 
Publisher’s announcement.—Over 6,(00 copies 
of the Janesville (Wisconsin) GAZETTE 
cover the million-dollar a-year tobaccoand 
beet sugar belt of ———— Wisconsin. 

An extraordinar ry. poner r in a phenom- 
enally productive field. Investigate. 

Milwaukee, Wis., Evening Wisconsin. 

Publisher’s announcement.--There is twice 
as much reading matter in The Evening 
WIsconsIN as there is in most penny 
ponerse. It takes twice as long to read The 

sno 8 WISCONSIN as it does to read a 
one —_- As a@ consequence it is 

ce as much to advertisers, for 

the Siete @ paper can hold the attention 

of the reader the more valuable it is to the 
advertiser 

A news 
Evening 
The value of continuous readers to adver- 
tisers is cumulative. 

It is the opinion of Mr. Simon of the 
Boston Store that the readers of The Even- 
ing WIscoNsIN are worth four times as 
much per capita to the advertiser as the 
readers oe an and characterless news- 

ston Store advertises 
eels in an  WiscONSIS, but does not use 
the penny papers 
Sheboygan, Wis, Daily Journal 
Publisher’s announcement.—Only eight-page 
eee in city. Circnlation, 1,650; in 


CANADA. 

Halifax, Nova Scotia, Herald 
Publisher’s announcement.—THE FIELD: 
No similar area in the world so rich in vari- 
4 of natural resources as Nova Scotia, 
ith its 500,000 prosperous farmers, fruit 
growers, fishermen, lu umbermen, coal, gold 
and ——— miners, iron and steel workers, 
ong other artizans. Capital city, Halifax, 
For its. banking center on conti- 
nent or its Se . Rank clearings 
000. Its local banks have 200 branches 
n Canada, United States, Cuba and West 


Indie: 

THE MEDIUM: The ee (e® and 
The Matt. Two-cent papers. ones in 
the territory that publish sworn waits a of 
circulation. Average, 15,683 in Roll 
of Honor and carries the Gold Manes dis- 
tinction. Has ‘the same flat rate for the 
same service to every one.” Accepts ad- 


paper of character like The 


Publisher’s 


ISCONSIN has continuous readers. 





vertising on condition. that its circulation 
exceeds that of any other two papers wel 
lished within a radius of 800 m les in 

ada. “Writes it in the contract,” and sa ays 
to advertisers, ‘Don’t stay if it don’t pay.” 
Circulation distributed as follows: Cit 
carrier customers, 4,189; newsboys, 416; 
country subscribers, 7,755; agen’ 
net. Books open to any responsible’ ‘agency 
or advertiser. 

Montreal, Quebec, La Presse 





ie ae 
jon average in 





ada without exception pont or English). 


In Montreal City the circulation of La 
PREssE is 40,000 to 50,000 a day. No other 
French daily’ owed more than 10,000 copies a 


day. The Province of Quebec is £0 per cent 


French speaking; Montreal City 75 per cent 


Toronto, Ont, Daily Star 

Publisher’s announcement.—At the time the 
Directory =o to press the Toronto STAR 
supplies advertisers with a sworn circu!a. 
tion exceeding 36,567 net. The STAR pub- 
lishes more general advertising than any 
other — n the city. No advertiser 
finds ossible to cover the territory 
wtieut the STAR. 

Winnipeg, Manitoba, Free Press 

Publisher’s announcement.—A reference to 
the circulation reports in the American 
Newspaper Directory for the years 1901-’02- 
03-04 reveals the fact that the Manitoba 
FREE Press, Winnipeg, is credited with en- 
joyin, ng a a circulation than that pos- 
sessed by all the other daily newspapers 
combined published in the Canadian North- 
west, including those petagee, in the 
city of Win innipeg; and the Weekly FrrEE 
Press is credited with possessing a larger 
circulation than that given to any other 
pring A publication. Advertising rates in 
the FREE Press are flat. Advertisers are 
invited to “pull out if it does not pare 
and are given the privilege of canceling 
contracts and withdrawing advertising at 
pleasure. 





A “publisher’s announcement” has a place in the Directory in the column 
with and directly following the catalogue description of the paper, being set 


in type uniform with the letterpress. 


In such an announcement it is possible 


for a publisher to say to the advertiser anything and everything that he claims 
in the way of superiority of his paper over others, and to place his statement 


in a spot where the advertiser cannot fail to read it. 


The charge for such an 


announcement is $1 a line (average six words to a line). 
Orders amounting to less than $10 cannot be accepted unless paid for in 


advance. 


Publishers’ announcements of less than twenty lines do not 


entitle the publisher to a free copy of the book. 
DISCOUNT FOR CASH 


Five per cent may be deducted from prices named, on orders amounting 
to ten dollars cr more, if copy of advertisement and check in full settlement 


accompany the order. 


ADDRESS ALL COMMUNICATIONS TO 


CHAS. J. ZINGG, Manager Printers’ Ink Publishing Company 


Proprietors and Publishers of Rowell’s American Newspaper Directory 


10 Spruce St. (Second Floor), New York City 





PRINTERS’ INK. 


The country woman is to-day fully able to 
satisfy her most extravagant dreams. @ The 
country people never were so prosperous as 


they are to-day. @ They have the money 


and are willing to spend it if your goods and 
prices are right. @ And you can reach more 
of this special mail-order buying class through 
COMFORT than any other single publica- 
tion. @ Ask any Advertising Agent about 
COMFORT, or write 

W. H. GANNETT, Pub., Inc. 


New York AUGUSTA, MAINE Chicago 
707 Temple Court 1635 Marquette Bldg. 





